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: | | half-basement 
Ps with attached garage 


Oa sol lon-mme) 


6 exteriors 1144 sq. feet of living area 


in this 47’ 8” x 36’ home. 


This Inland Home offers everything! A spacious liv- 
ing room, an L-shaped kitchen, bath and a half, 3 
generous sized bedrooms, a roomy 36’ x 24 base- 
ment, and attached garage. One model with fire- 
place, one with porch, all have distinguished roof 
designs. 


Realtor-Builder team Insures 

Home Building Success. Real estate concerns 
know what the buyer wants. Inland Home builders 
know building. It pays to work together. 

A letter will bring our complete brochure and 
Available in the name of the Inland Home Contractor-Builder in 
right or left your area, or if none, complete details on how you 
can become an Inland Home Builder on your own 
or in connection with a builder of your choice. Write 
today. No obligation. 


alelaleMmuilelel at 


® Distinctive Designs ® Aluminum Double Hung Windows ©® Large Dining Space in Kitchen © One Model with Porch 

® Finest Engineering ® Large Picture or Panorama Window ® Window over Kitchen Sink © Double Course Cedar Shakes 

® Conventional Type Construction © Aluminum Double Foil Insulation * Enameled Steel Kitchen Cabinets © Bevel Siding 

® Highest Quality Materials ® insulated Sheathing with Formica Counter Tops ® Distinguished Roof Designs 

® Precision Manufacturing ® Hardwood Fioors © Quality Hardware—Complete © Wide Roof Projections 

© Beautiful Exteriors ® Birch Flush Doors © Gypsum Drywall Interior ® Decorator Colors inside and Ovt 
© Well Planned Interiors ® Mechanical Folding Door ® Bathroom and a Half ® Flower Boxes 

* Spacious Rooms ® Extra Wall Space for Furniture ® Recessed Both Space © Shutters 

* Large 36° x 24 Basement Arrangement ® Linen Closet in Bathroom ® Wrought Iron Columns 

© Oversized Wardrobes ® L-shaped Kitchen © One Model with Fireplace ® Full Sized Dining Room 


© Attached Garage 
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Plan for telephones in the three principal areas of a 


horne where people rest, work and play 
EE SSS |. 
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Wall telephones save working sp 


kitchen or shop 



















BUILTIN CONDUIT 1 BUILT.1N CONDUIT 


Will the homes you build offer prospects the convenience and 
satisfaction of telephone outlets in all the right places 
with wires concealed? There’s one way to be sure— 
have your architect specify or your builder install 
telephone conduit. Have telephone conduit built in. 


Your Bell telephone company will be glad to help you work out economical conduit installation 


Just call vour nearest business office and ask for Architects and Builders Service. For detail 


on home telephone wiring, see Sweet's Light Construction File. 8i/Be. For commercial i 4 
nstallations. Sweet's Architectural File, 3la/Be. BELL TELEPHONE SYSTEM ‘ 

















Published monthly for real estate 
builders, property managers, and 
real estate brokers, by Stamats Pub 
lishing Company. Publication offices 
and general headquarters 427 
Siath Ave. S.E., Cedar Kapids, lowa 
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Subscription prices: $5 a year, $9 
two years, $12 three years in the 
United States. In Canada, $6 a year 
In all other countries, $7.50 a year 
Single copies 60 cents; back issues 
$1 except Roster issue. Member 
Audit Bureau of Circulations and 
Asosciated Business Publications 
NATIONAL REAL ESTATE AND 
BUILDING JOURNAL is entered as 
second class matter, August, 1942, 
at the post office, Cedar Rapids, 
lowa, under the Act of Congress, 
March 3, 1879. Copyright 1955, by 
Stamats Publishing Company. 
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PREVIEW OF COMING ISSUES 


October will bring the second annual prefabricated housing issue . . . 
With reports on all the new developments in design . . . the move into 
higher price ranges . . . some important conclusions about the apprais 
ing of prefabs . . . some tips on paying salesmen in project selling . . . 
ideas on making the most of scattered lots in your building program . . . 
case studies of some top flight merchandisers . . . a mortgage expert's 
views on financing prefabs and another in the JOURNAL’S sales 


training series, ... 
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THE “LIFT-OuT" 












Dealers and builders 
know that R-O-W Win- 
dows are America’s 2-to-1 
favorite because of the 
LIFT-OUT feature. 

Now a new balance, 
LIF-T-LOX, is available 
exclusively for R°O°'W 
Windows. It works inde- 
pendently of sash—no 
attachments. 

Remove sash; balance 
locks against channel. 
Replace sash above bal- 
ance tab to reactivate 
Lif-T-Lox mechanism. 


See your lumber dealer or write: 


WINDOW BALANCE 


« the regietered trade mart of the £.0).W. Gales Ox 


R*O-W SALES COMPANY !306 ACADEMY AVE. + FERNDALE 20, MICHIGAN 
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ae! HE JOURNAL REPORTS... 


July housing starts drop 11% to 115,000, and seasonally adjusted 
annual rate drops to 1.2 million. . . New FHA and VA downpayment 
regulations not considered serious to housing activity. . . Construction 


costs continue to rise, with costs of industrial sites also increasing. 


The new VA requirement of 2% of the sales price yortion of American families owning their own 
as downpayment, and the 2% increase in FHA evi has increased from 34.6% to 57%. Nu 
downpayments is not generally regarded as merically, the increase has been from 3.5 mil 
threatening the home mortgage picture. For the lion in 1900 to 25 million today. The percentage 
most part, the new regulations will affect only of renting families has decreased from 65.4% 
those mass builders who have been selling fi to 43% over the same period. The increase in 
nancing only. Even near the great metropolitan home ownership has been greatest during the 
areas where this kind of financing has been past 15 years, of course: frgm 41.1% in 1940 
common no significant change is expected to 57%, today. 


Primarily it just means selling a little harder 





Closing costs, plus the downpayment required, 
will be the minimum required in cash from 
home buyers. Reducing the mortgage term from 
40 to 25 years on a $12,000 mortgage, for ex 


HOUSING STARTS — PUBLIC AND PRIVATE 


(Underlined figures indicate record for that period) 


ample, will mean a difference of approximately 1950 1951 = 1952, 19531954 = 1955 
$6 a month, Theodore M. Wilson, mortgage Jan 78.7 85.9 64.9 72.1 66.4 48.0 
specialist of Chicago, says that this monthly Feb 829 806 777 79.2 75.2 90.0 
payment increase could be offset by eliminating Mar 117.3 93.8 103.9 105.8 95.2 117.0 
some of the extras builders are now including Apr 133.4 96.2 106.2 111.4 107.7 27.0 
in their houses. Wilson is one of those who feel May 149.1 101.0 109.6 108.3 108.5 2.0 
the downpayment increase will have a “negligi- June 143 1325 103.5 104.6 116.5 129.0 
ble effect” on the market July i144 901.5 1026 9.7 116.0 115.0 
Aug 141.9 89.1 99.1 93,2 114.4 
Wallace Moir, president of the Mortgage Bankers »°!" me FT WS ML 1157 
Association, remarks that “the action taken in 0 ao we 104.1 oe ee 
these (financing) changes will benefit the bor- N° o7.3 ‘9 4 o0.t 25 MO 
rower in the long run. A no-downpayment loan 2& eo re US le 
is basically an unsound loan because every Y&4tly ‘i 
home buyer ought to have an equity in the Totals oe fee SD te 
home he purchases, however small, The buyer "!%t / 
will also benefit from the shorter maturity be Months pa eed wwe we ~— sha 
cause the difference in cost to him in interest cpanel adjusted annual rate (private only), first 6 months 
mid for 30 years as against 25 years is sub- " 
stantial, and he will benefit to that extent,” pemaney or 
February 1,381,000 
March 1,407 ,000 
Construction costs are continuing to rise, accord- April 1,419,000 
ing to I. H. Boeckh and Associates. The cost of May 1.306.000 
land for residential development has also risen “ld 1.320.000 
sharply, according to information received by July 202.000 
the 


OURNAL from all parts of the country. Now 
Lester J. Steele. wthcw ah of the Society of In 
dustrial Realtors of NAREB, says that a study 
they've taken shows that the cost of industrial 
sites is also rising, reflecting the competition for 
land between industrial and residential develop 
ers. 


A “more than seasonal decline” in housing starts in July dropped 
the month’s starts 119 from June. July starts totalled 115,000 
compared with 116,000 in July of last year — the first time this 
year that starts in any one month slipped behind a 1954 total 
for the same month. The decline is also reflected sharply in the 
seasonally adjusted annual rate, which slipped to 1.2 million, 


United States Savings and Loan League presents more than 100,000 down from last month’s rate. The July de 
some interesting figures in its “Savings and crease in starts, says the Department of Labor, was “shared by 
Loan Fact Book 1955.” In 55 years, the pro- alll sections of the country.” 
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ESEST means more help 


—greater profits 


Best delivers a home you can show with enthusi 
asm and sell with pride. But Best dealer help doesn't 
stop there! Every phase of your work—from acquir 
ing land to financing sales—is made easier and 
more effective by practical, valuable Best help 

Read these quotes from Best sales representatives, 
who know exactly how much dealers appreciate 
this extra assistance. If you are interested in greater 


‘ a 
Y@ seen deale, 


Adver 
®'Gture Gre 


in Petting 
1628 Lin, 


profits—and feel you can qualify for a Best dealer 
ship—send coupon below ond mighty en, 


hmitt (St. tov i 
City, Mingig 
langle 6 6038) 


Clive 


5 Greg) 


Jel] 


“Dealers tell me they 
or having @ Finance 
, kind of financing 
FHA and 


” 
of financing 
a n the ball 
t the right 
subdivision layout, 
mortgage* 
(Iilinois and Indiana) 


Effingham, ilinors 


«right ki age 
est is really 
eee that helps them # 
_— including site ce soe 
VA interim loans —!ong 
Walter Wilsdorf 
109 W Krieke, 
(Ph. 1877) 


know dea/ 


W G. BEST HOMES CO 
Effingham, 1/ 


Please rush complete facts on BEST homes. how BEST helps 
dealers sell, and dealers} p requirements. | understand this 


information is available without cost or obligation 


¥ 


W. G. BEST HOMES COMPANY © EFFINGHAM, ILLINOIS | 


THE BEST COMMUNITIES OF TOMORROW ARE BUILT WITH BEST TODAY. 


\ / 
i 
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Beauty and Wear With Carey 
Ceramo Siding 


Two new colors in asbestos-cement siding are now 
available to home owners according to the manufac 
turer. Salem Red and Colonial Yellow have recently 
been added to the Carey Ceramo siding line by the 
Philip Carey Manufacturing Company. Salem, a 
deep red, and Colonial, a bright yellow, have the 
same baked on ceramic glazed surface as the other 
colors Sherwood Green, Granite Gray, Congo 
Brown, Sage Green and Whiter Brighter White. This 
ceramic surface is said to seal out dust, grime, stains 
and moisture and never needs painting. This siding 
can be washed with an ordinary household detergent 
and water to renew its beauty. Because it is made of 
asbestos-cement, Ceramo offers protection from fire 


Carey Asbestos-Cement Siding 


Garage Door Silhouettes 9-2 


A new way to make your garage door more attrac 
tive is announced by the Detroit Steel Products Com 
pany. Strand Stencils decorate Strand all-steel garage 
doors with attractive and colorful silhouettes in con 
trasting colors. The stencils come in four different 
designs Greyhound, Sea Gulls, Sailboat and Desert 
Scene. You can paint the stencilled design in any 
color the range of colors is as wide as the paint 
lines of leading paint manufacturers or mix your 


own shade if you want some color not readily avail 
Detroit Steel Silhoucttes able 











Kitchen Companions 9-3 


A complete line of more than 300 specially design 
ed kitchen and laundry cabinets is offered to the home 
building trade by the Westinghouse Electric Supply 
Company, making an entire Westinghouse equip 
ment installation now available. The line of heavy 
gauge steel cabinets, available with either enameled 
or solid wood fronts includes every possible type de 
sired, according to the manufacturer. Special cabinets 
for built-in electrical appliances such as the new 
range and oversized oven are available along with 
both traditional wall and floor types of cabinets 


Westinghouse Kitchen 


An Advertising Idea Book “" 


“Real Estate Advertising That Clicks Now,” is the 
title of a new book by William H. McKay of Sherman 
Oaks, California 

“It is important to present in plain, understand 
able, common-sense’ language a ‘fresh approach 
whether it be written or oral an approach that 
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PLEASE NOTE: Interest in quality bathrooms—and 
especially two of them——will be stronger than ever during 
this vear’s National Home Week. 


REASON: Colorful new bathrooms are a major factor in Two Bathrooms of 


making people dissatisfied with their old homes—and in 


stimulating their interest in new ones. Briggs Beautyware 
Briggs Beautyware provides the design, the color and the 


features that are most appealing to your customers. 


—New Pattern 


And you can capitalize on this famous brand-name product 

by displaving the Briggs Beautyware bronze plaque during ’ os 
National Home Week. This attractive plaque is available for Today S Living 
with your name imprinted at no cost from your local Briggs 

representative or from 


Briggs Manufacturing Co., 300 Buhl Bldg., Detroit, Mich. 
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stimulates and arouses the client,” says McKay. His 
book presents hundreds of suggested headings and 
lead lines for real estate ads of the classified pgture 
Price t the book is $2.50 and may be ohktained by 
writing te Los Angeles Realty Board, Statler Center, 
900 Wilshire Boulevard, Los Angeles 17. California 


Wind Master — the New Weather Vane 9-8 


The Racine Specialty 
Company announces a 
new product based on an 
old <— Wind Master 
the new economically pric 
ed Weather Vane is 
now available. Wind Mas 
ter comes partially pre-as 
embled, According to the 
manufacturer, it 1s made 
of rust-resisting steel and 
acts so freely, it is sensitive 

io the slightest change in wind direction 


9-6 


Powerful Paint 


A new rust inhibiting paint formula, combining 
superior rust resistance with glossy enamel-like beau 
ty, has been perfected by The Glidden Company of 
Cleveland, Ohio. Called Nev-A-Rust. the new finish 
may be applied by brush or reduced with mineral 
spirits for spraying and will dry in six to eight hours 
Nev-A-Rust is particularly valuable as a protective 
finish against the céfrosive action of fumes and gases 
existing in and near industrial areas. The manufac 
turer » hate Nev-A-Rust offers similar ptitection to 
any metal surface subjected to oxidation and cor 
rosion, 


A “Brainy” Thermostat *7 


The “Golden Circle’ now bows in as a 
ment of the “Round Look” in home 
It is a slender gold disc mount 
ed in the conventional thermo 
stat location and works with an 
outdoor temperature - sensing 
element and a “brain” control 
center to adjust indoor comfort 
scientifically according to out 
weather changes. One 
model is available in a white finish and is designed 


refine 
thermostats 


door 


for installation in laundry or utility room. The other 


is designed for installation inside a kitchen wall with 
the clock face mounted on the wall surface. It is 
manufactured by the Minneapolis-Honeywell Regu 
lator Company. 


$$ Out the Window 9-8 


Now available is the revised edition of the booklet 
“Only the Rich Can Afford Poor Windows” published 
by the Andersen Corporation of Bayport, Minnesota 

The booklet points out that poorly-designed win 
dows are highly expensive in terms of heating dollars 
Andersen quotes U.S. Department of Commerce fig 
ures that from 15 to 30 cents of every heating dollar 
is lost through poorly constructed windows because 
of air leakage around sash and frames and by heat 
loss through the glass 

The booklet will be mailed to anyone who is in 
terested in receiving a copy 
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Music in Every Room = 


Now, it no 
necessary for your 
sion radio or 
player to be operated at 
full volume in order to en 
joy your favorite program 
or recorded music in every 
room of your home accord 
ing to the Kodiak Corpora 
tion. The new Registered 
Music System makes pos 
sible true-fidelity sound 
throughout your house 
Heart of the system is a 
specially-designed stee! 
case that houses a volume control and a speaker, This 
case can be connected to any television set, radio or 
record player and the sound emanating from the 
speaker is carried throughout your home 


longer is 
televi 


set. record 








9-10 


Lighting in the Round 


Relieving the monotony of the rectangular lines of 
today’s ceiling and wall construction is one of the 
problems that constantly 
faces the building design 
er, One of the best answers 
is using circular light 
sources. The Kurt Versen 
Company has designed two 
new units 
featuring plastic diffusing panels for low brightness 
Designed around the lighting characteristics of the 
silver-bowl lamp, noted for its efficiency and glare 
free illumination, the units offer engineered quality 
construction. 


rec essed dome 


Single Lever Mixing Faucet 9-11 


The Gyro Brass Manufacturing Corporation has 
announced the introduction of the new improved 
single lever mixing faucet, now available with clea: 
water spray. Dishquick attachment is also available 
The unit is easily installed and it fits all 3-hole sinks 
Features claimed by the manufacturer include pre 
sure balance and shut off with pressure 


9-12 


Wall to Wall Carpeting — Prefab Style 


A four-by-four “tile” of “PRE-lay,” a prefabricat 
ed combination of conventional carpet, a latex foam 
underlayment and a 


base 

® course of Masonite Tem 

pered Preswood Is being 

put in place. Applied di 

rectly to sub-flooring, the 

tiles have a wear-expect 

ancy far greater than car 

pet without latex backing. 

according to the producer 

Luxor Products Co. An 

overhang of the foam rub 

ber and carpet produces 

seams under butt pressure. Screw-ty pe nails are used 

heir heads are concealed under the latex. Variou 

colors and types of carpeting are available and the 
product is sold only to builders 
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Guide To NEW PRODUCTS & ADVERTISERS 


Use the Handy Inquiry Form below for more infor- 
mation on new materials and advertised products. 








How to use this Guide: The number to the left of a manufacturer's name is dupli- 


cated on the Inquiry Form. Mark the numbers on the Form about which you want 


more information at no cost or obligation. Cut out Inquiry Form and mail today. 


NEW PRODUCTS 


9-21 Inland Homes Corporation 


a 9-22 Lincoln Press 47 
9-1 Philip Carey Manufacturing Company ‘ 

Ceramo Siding 9.23 Mitchell Advertising, Inc 37 
9-2 Detroit Steel Products Company 9-24 Moorlee Display Advertising 13 

Garage Door Silhouettes Y.25 R O.W Sales ( Om pany 5 
9-3 Westinghouse Electric Supply Company 

< ) ss . r 

Kitchen and Laundry Cabinets 9-20 Sargent-Sowell Hl 
9-4 Los Angeles Realty Board 9-27 Scholz Construction Corporation 14 


Classified Advertising Book oR T hver Manufac tu ing ( orporation hac k cover 
9.5 Racine Specialty Company 


Wind Master Weather Vane = 
Journal Handy Inquiry Form 





9-6 Glidden Company 


Nev-A-Rust Paint 


ioe ia oe we tee else ls ee eT oe ae ne ee eee ! 
9-7 Minneapolis-Honeywell Regulator Company ! { 
Home Thermostat Products Editor 
9-8 Andersen Corporation 1 Nationa Rear Estare ANd BurLoine JouRNAL | 
Window Information 1 427 Sixth Avenue S.E., Cedar Rapids, lowa | 
| | 
9-9 Kodiak Corporation ' I want to know more about the items checked | 
Registered Music System below. Please see that complete information is | 
. . sent to me without cost or obligation i 
9-10 Kurt Versen Company . a = j 
Circular Lighting | | 
| | 
9-11 Gyro Brass Manufacturing Corporation | 9.1 9. 8 9.1% 9.99 | 
Single Lever Mixing Faucet | | 
| 9.2 9. 9 9.16 9.2% | 
9-12 Luxor Products Company | : | 
Wall-to-Wall Carpeting ; 9.4 9-10 9-17 9-24 i 
! 
9-13 Weather Bloc Company, Inc | 9-4 9-11 9-18 9-25 | 
Garage Ventilators | | 
Se 9.5 9-12 9-19 9-26 

O44 he <¢ Plastics C ‘ * 
)-14 Artcrest Plastics Company, Ini 94 9.13 9.20) 9.27 | 
Glo-Sheen Tiling | 
. 9-7 9-14 9-21 9-28 
9-15 Chromalox | ' 
Radiant Wall Panel 
| 
| 
ADVERTISERS | | 
Name Title | 
9-16 American Telephone & Telegraph Company. 3 | 

- Firm 

9.17 W. G. Best Homes Company 7 : | 
9-18 Briggs Manufacturing Company ie O ; Street 
9-19 Douglas Fir Plywood Association 38 | 
t City Zone State | 
9-20 Dwyer Products Corporation a i j 
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Hall-Hottel Co. 


Indianapolis, Indiana 


Mettel Realty & Insurance Co, 
Dubuque, lowa 


Dutcher Realty Co. 
Grand Rapids, Michigan 


Thorpe Bros. 
Minneapolis, Minnesota 


Herbert V. Jones Co. 
Kansas City, Missouri 


T. Clem Casey 
Bismarck, North Dakota 


Louis 8. Kreider Co. 
Youngstown, Ohio 


J. RB. Schuster Agency 
Beloit, Wisconsin 


Wallace F. McDonald Co, 


Sherman Oaks, California 


Worth Agency 
Charleston, South Carolina 


Myers Preston Hill 
Norfolk, Virginia 


|. W. C. Morgan Agencies 
York, Pennsylvania 


Howard H. Higgins 
St. Johnsbury, Vermont 


Cowar-Irvine Co. 
Mobile, Alabama 


ack Justice 
Miami oe 4 = 
Gully & Poor 


Baton Rouge, Louisiana 


Moore Realty & Mortgage Co. 


Greensboro, North Carolina 


ohn H. West 
Meriden, Connecticut 


F. M. & T. E. Andrew 


Lawrence, Massachusetts 


Howard Cheel 
Ridgewood, New Jersey 


Eagan Real Estate 
yracuse, New York 


Gordon Donald 
Redlands, California 


A. G. Seott Agency 
Port Collins, Colorado 


Monarch Lumber Co. 
Great Palls, Montana 


Culp Construction Co, 
Salt Lake City, Utah 


R. E. Anderson & Co. 


Tacoma, Washington 
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“PERFECT HOME is enthusiastically received’ 


says Builder C. A. Wilder of Los Altos, California 


“Perrect HOME magazine was 
introduced to our organization 
about the time we had finished 
the first unit of our Los Altos 
Rancho Shopping Center and Los 
Altos Ranch mA development,” 
says C. A. Wilder, Los Altos, 
California, builder. ‘It seemed to 
fit in well with our whole devel- 
opment and our building ideals, 
and also gave our subcontractors 
an opportunity to contact key, 
influential people in an exception- 
ally fine manner. 


“We find the women of our 
lovely foothills area here to be 
the most enthusiastic of our Per- 
rect Home mailing list. We are 
continually having calls, telling 
of their having seen our PERFECT 
Home magazine and asking if 
their name might be put on our 
mailing list. Many have told us 
that they keep all of their copies 
for reference in obtaining home 
making ideas.” 


Perrect HOME is a constant 
reminder to key people of the 
quality service of the sponsoring 
group. Perrect Home is _ 
erful way of inspiring confidence 
in you and the services of your 
company. Perrect HOME acts as 
a personal ambassador to the in- 
fluential people of your commu- 
nity. 


Christian A. Wilder is the developer 
of the Los Altos Rancho Shopping 
Center which in January of this year 
was presented the NAHB Award of 
Merit. Other achievements of Mr 
Wilder are the Los Altos Rancho home 
development, as well as his Robin 
Hood Glen and Foothill Ranch sub 
divisions. Activities of interest to Mr. 
Wilder is Boy Scout work for which 
he was presented the Silver Beaver 
Award for his many years of service 
to scouting, his new home which he 
has just completed in his Foothill 
Ranch subdivision and his family. This 
year Mr. Wilder will top his years of 
service to the Santa Clara County 
Planning Commission by acting as 
Chairman 


A limited number of exclusive, annual, renewable franchises are 
available to established firms with unusually high qualifications. If 
you are interested, address your inquiry to 


iP we Ss 
PERFECT 
HOME 


«= <4 STAMATS PUBLISHING COMPANY 


CEDAR RAPIDS, IOWA 


No. 124 in a Series 
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Garage Ventilators 7 


To assure proper air-circulation in garages with 
small-area glass block construction, new Weather 


Bloc All Weather} 


Louver Ventilators 
easy installation 
from Weather Bloc 
Company, Inc., Chi 
cago. According to 
the manufacturer, 
these ventilators 
eliminate the dan 
ger of carbon-mon 
oxide poisoning dur 
ing winter months 
A flick of the finger 
adjusts twin glass 
interior louvers to 
any opening. On 
ventilators blend in with 





the outside, Weather-Bloc 
other glass blocks and are available with either 
glass or stainless steel louvers which permit air to 


enter but keep out wind, snow, sleet, etc. Installation 
is as simple as cementing any glass block in both 
existing construction or in new garages 


Glo-sheen Tiling for Luxury Look — 

Glo-Sheen a new kind of plastic wall tile manu 
factured by Artcrest Plastics Company, Inc is 
expected to be a boon to 
the builder. The manu 
facturer reports that Glo 
Sheen tile on the right has 
a softer tone as compared 
to the mirror-like surface 
of the Artcrest high-gloss 
tile at the left. Glo-Sheen 
is molded to 33% greater 
thickness and, according 
to the manufacturer, will 
not warp or peel, is scratch 
resistant, can be cleaned with a damp cloth and needs 
no waxing. A precision-cut bevel permits easy instal 
lation and tapered tile thickness assures a permanent 
massive contour 


Radiant Wall Panel 


An interesting new development in electric room | 


heaters is a Radiant Wall Panel that combines ex 
treme mounting ease with 
an unbreakable. all-metal 


the manufacturer, the 
unique design of the heat 
ing element gives positive 
protection against electri 
cal shocks and is complete 
ly guarded against mois 
ture and rough usage. 
Completely factory assem 
bled, the panel may be 
surface-mounted on open 
walls or under windows in a matter of a few minutes 
with the simplest of tools. The Chromalox Radiant 
Wall Panel measures 28” wide by 23” high and ex 
tends only 3” from the wall. Difficult-to-heat added 
rooms, finished attics and basement game-rooms can 
now be efficiently heated with radiant heat 





_ 
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ANNOUNCING tne ) 


Yeu 
KEY LOKBOX 


BANISH KEY PROBLEMS FOREVER 


MOST USEFUL AND TIME SAVING DEVICE EVER OFFERED 


A SIGN Of 


PROGRESS 


Permits 50% more time for actual Selling, Showing and Listing 
of Properties. 
@ Only one key needed to every listing in any co- 
operative group whether there be 10 or 10,000 
@ Eliminates going after and returning key to listing 
office. 
@ Eliminates duplicate keys and key boards 
ideal for all Sales, Rentals, Property Management, Builders, Sub- 
dividers, Architects, etc 
Perfect for any listing whether Furnished, Occupied, or Vacant. 


PATENT PENDING 


Non-duplicating keys 
furnished 
Pilfer — Tamper Proof 


May be used on doors or 
windows — front or rear 
Made of Durable 
Stainless Steel 







FOR FURTHER INFORMATION 





Ci ve TRIBUTOR 


MOORLEE DISPLAY ADVERTISING 


M4 


ig N Rot 








AW Th 
MOORLEE SILK SCREENED 


PROPERTY AND FOR SALE SIGNS 
LOOK BETTER » LAST LONGER 


AND Suing Results 


Let us show you how the FINEST can be had for LESS 





A complete stock of REALTORS & BUILDER'S STOCK ITEMS on hand 





SOLID STEEL, ANCHORED, ANGLED, SIGN STAKES 
















FREE DESCRIPTIVE FULL COLOR 
LITERATURE AND PRICES SENT 
AT ONCE 
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Insistence on Quality? -« 


om ESTATE MEN have always been quality, brand-name 
conscious. The houses they build reflect their awareness that 


quality and brand names add greatly to sales appeal 


Quality-built homes with brand-name products sell better and 
faster than homes lacking these features. But of equal importance 
to the real estate man, quality houses sold today mean re-sales to 
morrow, and customer satisfaction is the surest way to get repeat 


husiness 


The real estate man knows this applies as well to the houses he 
ells for builders. The public usually associates a sub-division with 
the name of the sales agent rather than with the name of the build 
er, and the reputation of the sales agent depends on the quality of the 


houses his clients build 


This is why the sales agent is insisting that his builders use quality 
brand-name products. The builder benefits directly because such 
houses sell better and sell faster. The sales agent benefits because he 
is able to sell a more attractive house, is able to attract the re-sale of 
that house because he has gained the customer's confidence, and is 


able to protect his reputation all at once 
7 
A quality house is simply the best possible house for the money. It 


Publisher has nothing to do with price range. There is such a thing as a quality 
Herpert S. STAMATS $9,000 house, just as there is such a thing as a cheap, inferior $9,000 


Editorial Director house 


RateH H. CLEMENTS This quality consciousness is reflected in a steadily increasing prod 


Editor and Business Manager uct-consciousness, and a greater insistence on the use of brand-name 


Bos Fawcert in houses built by client-builder 
Managing Editor A good example of how this works was brought to our attention the 
Rocer C. Lakey other day. A friend of ours told us about several projects a certain 

me midwest real estate company was building. Actually. the real estate 
Associate Editor I 

Ropert L. Payton company builds no houses at all, but only acts as sales agent for a 

number of builders 

Editorial Assistant 
Dororny L. MUESING But as far as our friend is concerned, the houses were built by the 


; real estate company, and he judges the company by their quality 
Field Editors 


Dudley R. Koontz Bryan J. Lane 


Dotty & Recs , Raven J. Lane Insisting on quality products and quality construction actually 


means better service to the public, and here as elsewhere in the 


Tax Editor: B. H. Welter 
real estate business better service is just plain good sense 


Legal Editor: George F. Anderson 


Contributing Editors The Editor 
Earl B. Teckemeyer, Jack Stark, Sam Russell! 


Art and Layout 
Donna Hahn, director; Vivian Ives, 
Jack Hines, Betsy Flodin, assistants 


Circulation Manager: Eoina Kiecx ser 


Production: Roger C. Hawley 
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The JOURNAL reader: 


@ is selling for an average of five builders. 





@ is building and/or selling 76 new homes. 





& & & ® @® susan 
‘e 4—1955-1956—> .> e 


@ is handling $986,424 in new home construction. 





@ expects to build and/or sell as many or more new homes in 1956. 





~~ $17,500 for flooring and floor covering. 
($230 per house) 





— $22,800 for kitchen and laundry appliances. 
($300 per house) 





— $22,800 for kitchen cabinets and counter tops. 


The JOURNAL reader: ($300 per house) 


(TST 





® represents an average 
buying power of: 


~~ $24,700 for bathroom fixtures. 
($325 per house) 


eS 





~~ $33,800 for windows and doors. 
($445 per house) 








— $49,400 for heating equipment. 
($650 per house) 


Li 
i> 





T IS generally recognized that 

the market for new homes is an 
important one for most real estate 
companies, Both as builders and as 
sales agents for builders, real 
estate men play a vital role in the 
home building field far out of 
proportion to their numbers. 

For several years following 
World War II, this role was ob 
scured by the rise of fly-by-night 
mass builders and developers 
These men, capitalizing on the ap 
varently insatiable + wd: for 
te ws. of almost any kind and 
quality, came to be associated in 
the public mind with serious com 
munity development. 

That the real community de 
velopers are and always have 
been real estate men, is again 
beginning to be recognized on a 
national basis. 

How important is the new home 
market to real estate companies? 
How does the market differ from 
the market of a few years ago? 

The biggest single change that 
has taken place has been the rise 
of the real estate sales agent. Al 
though selling for client builders 
isn’t a new idea some com 
panies have been doing it for 20 
years or more — it has | ea the 
rule rather than the exception. 

As the Jounnat has > tm in 
articles during the past year, the 


16 


main reason behind the trend has 
been the increasingly tough com 
petition in home building. Builders 
for the most part have been un 
able to sell their houses by them 
selves—the demands on them to 
be merchandisers, mortgage spe 
cialists, market analysts and sales 
men, as well as builders, has 
shown them why they must hire 
someone else to assume the re 
sponsibility for these activities. 

The only men in the homebuild 
ing field equipped to help build 
ers sell their houses are real estate 
men, and how successfully real 
estate men have met the challenge 
is revealed by a comprehensive 
JOURNAL survey just completed 

Here are some basic figures, 
based on the replies of 412 Journ 
NAL readers: 

Real Estate Executives are 
building and/or selling an average 
of 76 new homes this year. 

These 76 new homes repre 
sent a dollar volume of $986,424 

Eighty percent of those sur 
veyed are ion homes for client 
builders. (This represents an in 
crease of more than 15% over the 
highest figure ever shown in a 
JournNAL survey of the same ac 
tivity. ) 

Nine out of ten Real Estate 
Executives are deciding which 
products their builders should buy 
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to make their homes more salable 
(And here, probably more than 
anywhere else, it is clear how 
much the builder depends on hi 
real estate sales agent. ) 

The Real Estate Executive | 
selling homes for an average of 
five builders. 

These 412 readers alone are 
handling 31,307 new homes, worth 
$518.907.000 

These 412 readers represent 
a buying power of 

$7,210,000 for flooring and floor 

covering 

$9,393,000 for kitchen and laun 

dry appliances 

$9,393,000 for kitchen cabinets 

and counter tops 

$10,176,400 for bathroom fix 

tures. 

$13,925,000 for 
doors 

$20,352,000 for heating equip 
ment. 

That the real estate men who 
answered this survey are as con 
fident about 1956 as they were 
about 1955 is shown by the fact 
that 87% plan to build and/or sell 
as many or more houses next yeat 
than they have this year 

This optimism runs through al 
most all the returns, despite the 
fact that many cities are on fe a 
tighter money market, land short 
ages, and tougher competition 


windows and 
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JOURNAL readers are thriving in the increasingly competitive new home market, building 


and/or selling an average of 76 new homes this year. Selling for builders 


has become a major activity, and real estate men are offering more and more services 


to their clients. And despite the tightening of mortgage money and increasing land 


shortages, Real Estate Executives expect 1956 to be as big or bigger a year than 1955, 


Competition Separates Men from Boys 


As Robert R. Conklin, sales man 
ager of the Spring Company in 
Minneapolis (selling 300 houses 
for 25 builders this year), de 
scribes the selling picture: 

“We have noted the natural 
forces of our economy exerting 
themselves on builders and agents, 
and the lack of a realistic appraisal 
of these forces 

“When new homes do not sell 
readily the causes are usually ra 
tionalized as ‘the market is slow.’ 
‘the salesmen are no good,’ ‘buyers 
don't appreciate quality,” ‘financ 
ing isn’t right,’ ‘it isn’t the right 
season,’ et 

“Actually the principles of sell 
ing, merchandising, and competi 
tion are ruthlessly at work, sepa 
rating the men from the boys 
Such a condition offers a challenge 
to those seeking survival, progress 
and a correct analysis of the tempo 
of the market. It means a ‘squeez 
ing out’ of those who feel we are 
still in a jolly atmosphere where 
we can do no wrong. . .” 

It is apparent from the imagina 
tion, ingenuity and hard-headed 
common sense being shown by 
real estate men that they are not 
only equal to, they are actually 
thriving on the challenge of tough 
er competition. A million-dollar 
volume in new homes is not to be 
sneezed at 








The new home market means a big dollar volume to real estate com 


panies building and/or selling new homes. Some of the largest volumes 


estimated by Journal readers 
how profitable the market is 


El Paso, Texas 

San Mateo, Cal 
Perth Amboy, N. J 
Detroit, Mich 
Fresno, Cal 
Tuscon, Ariz 
Minneapolis, Minn 
Greeley, Colo 

East Detroit. Mich 
Newport News. Va 
Cincinnati, Ohio 
Decatur, Ga 
Philadelphia, Pa 
Bismarck, N. D 
Norfolk, Va 
Phoenix, Ariz 
Freeport, L.1., N.Y 
Minneapolis, Minn 


Cleveland, O 


1.500 houses 
500 houses 
800 houses 
100 houses 
200 houses 
$50 houses 
400 houses 
100 houses 

000 houses 
600 houses 
200 houses 
50 houses 
250 houses 
100 houses 
650 houses 
400 houses 
500 houses 
550 houses 


140 houses 


in different parts of the country show 


$16,500,000 


8,000,000 
9,600,000 
8,750,000 
14,000,000 
5,000,000 
+.500,000 
5,200,000 
15,000,000 
7,000,000 
4.700,000 
5,500,000 
3,500,000 
1,500,000 
6,500,000 
+,.000,000 
7,000,000 
5,500,000 


3,200,000 





APTER: The house was rebuilt from the 
“bones” out: new windows and doors, in 
side plumbing, new exterior and interior wall 
materials, new flooring, new wiring, kitchen 
cabinets and sinks were installed. The kitchen 
at right is the same as that in the “before” 
picture below, where O'Dea examines a make 
shift window 


BEFORE: Believe it or not, 
four families lived in this 
“house” and the shacks be- 
hind it. It was purchased by 
a corporation formed by 
Realtor Mike O'Dea and 
Builders David Wilson and 
Herman Lodde. They bought 
it for $1,500, spent $3,932 to 
renew it, reduced it to a two- 
family dwelling and in- 
creased the monthly rent 
from $37.50 to $70.00. 





Rehabilitation is 


Good Business 
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By ROGER C. LAKEY 


Managing Editor 


| EHABILITATION is good for 
your business and it’s good 
for your city. That's been proved 
by a team of Louisville Realtors 
and builders. They bought a shack 
that seemed fit only for the bull 
dozer, spent two-and-one-half 
times the purchase price in renew 
ing it, and put the property on a 
paying basis 

This project was a private ad 
junct to the city’s big urban re 
newal drive, but it provided an 
important spark by showing all 
Realtors and builders that they 
could get in the act not just by 
civic contribution alone, but by 
actually taking over the rehabili 
tation of property on a business 
like basis. 

The same thing can work in 
your city. The figures may be dif 
ferent, and if you have no prop 
erties that look like the example 
shown, you're fortunate. Certainly 
if a miracle can be worked with 
such a delapidated shack as this. 
it can be worked on most any 
property 

Realtor Michael O'Dea was the 
moving force behind this pilot re 
habilitation project. He formed 
the Housing Renewal Corporation 
with two Louisville builders 
David Wilson and Herman Lodde 
They selected a property having 
the greatest need for rehabilitation 
in the heart of one of the city’s 
urban renewal areas 

Four families were living in the 
property at time of purchase, two 
in the main structure and two in 
shacks at the rear of the narrow, 
rodent-ridden lot. They were pay 
ing a total rent of $37.50 per 
month 

The Housing Renewal Corpora 
tion bought the property for $1, 
500. It spent $3,932 on rehabili 
tation. Now two families live in the 
house for $35 per month each or 
a total of $70 per month. The 
family in the front apartment is 
the same one that had been living 
there before. The family was de 
lighted to pay the additional rent 
for its modernized dwelling 

Perhaps the greatest benefit of 
a project such as this, it gets things 
started. As soon as the project was 
completed, the neighbors began to 


You can buy a completely rundown property, rehabilitate it and fix up their houses. For difficult 


cases, the minimum housing code 
helped spur to action any com 
placent owners. Spot a few pro 
renewal campaign that can be catching. There's proof aplenty. Look jects like this around rundown 

areas in your city and you can go 
a long way toward arresting the 
rampant spread of urban decay 


make money. That's not all. You'll be helping to start a fix-up 


at this example by a Louisville Realtor and two builder-associates. 
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No. 9 in a Series on Sales Training 


ales Contests That Get Results 


A bang-up sales contest may be just what you 
need to get your salesmen into motion. Here are 
ideas an Evansville, Indiana Realtor uses to make 


his contests a success: 


Start your contest off witha bang 


Fire up your salesmen with an inspirational 
speaker 


Get some romance into it 

Make the stakes worthwhile 

Include the salesmen’s wives 

Make the goal attainable 

Merchandise the contest to your public 


Set up rules such that the man in last place 
feels at any time that he can still win 


je SHOW A PROFIT in your business, you must 
bring out the best in your salesmen. Sales con 
tests are a powerful means of doing just that but 
they must be well planned. Realtor Stan Huegel of 
Evansville is having considerable success with sales 
contests, and he has definite ideas on how they should 
be set up 

The rules listed above pretty much summarize his 
thinking. but to fully appreciate them calls for more 
detailed explanation 

Huegel has six salesmen. all full time and quite 
active. One of his contests was called “Happy Holiday 
Havana Vacation.” It ran from February 1 to June 
1). The winner and his wife received a paid vacation 
trip to Havana. (Huegel made the stakes worth 
while 

Points were awarded as follows 
points; Listings 20; Showings 
cured 20; Sales Closed 10 points per $1,000 

Huegel literally started this contest off with a 
bang! The contest was announced in advance. A 
private breakfast room was obtained for a regular 
Wednesday morning sales meeting. All salesmen and 
office personnel were present. A 4x6-foot chart 
illustration 
the room 


Appraisals 10 
10; Offers Se 


seer 
was set up on an easel in the front of 
A local newspaper executive was engaged 
as an inspirational seaiier and he was to give facts 
and figures about the potential of the local real estate 
market 

lo kick off the meeting, a .32 calibre revolver 
loaded with blanks was hidden with one of the of 


lice personnel. The gun was fired three 


times in 
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uccession signaling the kick-off 

Huegel says, “Firing a revolver is sensational when 
unexpected inasmuch as it is associated with death 
tw 


revolu 


recalled 
read ol 


In this case we believe it suggested o 
mind the history 
tions in Cuba.” 

At this point the contest was explained to the sales 
men. Havana was extolled as a vacation spot, with 
magnificent restaurants and candle-lit cafes, ancient 
crumbling palaces and palm-studded esplanades, it 
luminous Latin moon, and its romantic musi 

This was followed by introducing the speaker 

In Huegel’s words, here’s how ful the con 


lest 


and stories we've 


ucces 
is 
You will note that Mr. Webb and Mr. Vote are 
at the bottom of the chart and were newly employed 
salesmen, In spite of this, they are in first and second 
place, respectively. While Mr. Webb's name is shown 
on the chart. he didn’t actually 
ployment until after three weeks but on June 20 wa 
in first place with 2.850 points 

\ paid vacation for two is approximately $500 
and now you ask, ‘How can I afford this?’ It’s simple! 
It is a known fact that enthusiastic men can sell and 
it’s a constant problem to maintain enthusiasm for 
Our this volume i 
our profit will exceed previous periods 
While our normal goal is $300,000 per month, this 
contest is based on $250,000 

‘In other words, the goal wasn’t advanced, but 


begin steady em 


each salesman records show if 


produ ed 


This wa 
to show them it is not umpossible, feeling there would 
be more enthusiasm with a goal which has been 
easily reached before. Our competition 1 and 
more 


rather lowered to encourage the salesmen 


keener 
the technique of getting sales 1 
than ever. We are trying to bring out the best in the 


put to a test 


men to maintain a profit in our operation 

Che chart on the easel is displayed in the offices 
where the public can see. Posters of Havana are con 
spicuous in the office. Follow-up sales meetings have 
been highlighted with films of beautiful Havana 
ponsored by Eastern Air Lines and the travel bu 
The wive 


reau have been made a part of the con 


test by keeping them posted on the husband's pro 
Jelieve you me, that really puts them behind 
the eight ball 


Newspaper ads were used to invite the publi 10 


u ‘S46 
gre 


take part in this contest, requesting them to aid thei 
favorite salesman in winning the trip to Havana and 
uggesting they might help, Our men 
they are constantly asked how they are doing 


Phi 


previously needed to supervise salesmen 


how report 


type of contest has cut considerable time 
The most important point of a contest 1 
that will 
At thi 
that the man im the last place 
the end, he 


bonus pomts offered on 


to de ign 
not di 
date I can 
til] 
the 


advance 


means of accumulating pout 
courage the man in the last place 
truthfully 
helieves in 


“ay 
iastrite h “a 


will win 


ale could ta 
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him beyond the man now in first place 
“We have another contest that ran parallel with 
this one. Twenty-six home listings that needed special 
attention are written on the outside of an envelope 
Two playing cards are placed in the envelope and 
{ When one of the properties is sold, the sales 
man’s name is written on the envelope. Three prizes 
are offered when the 26 homes are sold. The best 
wker hand pays $100, second best $70, and the third 
hest $30. In the event we lose a listing on any of the 
properties, we immediately substitute the address of 
another property and the contest continues until 26 
homes are sold 
‘At the present date we have sold eight properties 
which eet tm indicates it will take one year to 
determine the out-come. This contest is a means of 
creating additional interest in older listings and gives 
the salesmen additional incentive to push the listings 
that may expire.’ 


sealer 


A 4x6-foot chart was made up as a giant reminder at all times for 
the Huegel salesmen, It shows total points for each salesman and 
running total sales volume for the company 
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Trade-In Clearing House 


YN E. Davis and Alton Miller have started a 
unique organization in Dallas, Texas called 
“Home Owners Exchange Corporation.” It is be 
lieved to be the first of its kind in the Southwest and 
one of the first of its kind in the nation 

Home Owners Exchange serves as a clearing house 
for resale of used residences valued up to $15,000 
Ihe builder or real estate broker will thus have an 
opportunity to take an older house in trade in order 
to sell a new property and he has a ready cash mar 
ket for the older home, H.O.E.C. will also be in a 
position to serve the owner of a residence who must 
dispose of his property quickly, as well as serving 
attorneys seeking to liquidate or dispose of real 
estate holdings for estates. 

Homes purchased by the H.O.E.C. will be re 
habilitated when necessary by the firm, and then 
will be offered for resale through the Lyn E. Davis 
and Alton Miller real estate organization 
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Model home built by Realtor Floyd Kimbrough of Jackson, Mississippi 
will be open nine hours a day until October Ist. Selling for $29,500, 
including lot in one of Jackson’s better neighborhoods, the home in 
cludes built-in oven, counter-top range, dish-washer and disposer 


Are You Using the 


The packaged mortgage is well-established as a 
sales and financing tool. Its use can be expanded 
even more to the Realtor and builder's benefit, 
depending on price range of the houses being 
built, local consumer demand for certain appli- 


ances, and mortgage lenders’ attitudes. 


ACKAGED mortgages have been used for several 

years to the fullest degree by many Realtors and 
huilders, but studies show that ii can be used a great 
deal more, It’s the most effective merchandising tool 
mortgage lenders have given the real estate industry 
If you aren’t taking advantage of it in the new homes 
you're building or selling, you'll be interested in 
the comments of those who spark their sales cam 
paigns with it 

In a spot check of 15 Realtors and builders in as 
many cities, the Journat found that 14 are using 
one or more of the following: range (usually counter 
top burners and built-in oven), refrigerator, garbage 
disposer, ventilating fan, dishwasher, washer and 
dryer (often combined). Their frequency of use 
ranks in the order given. Ranges were mentioned 11 
times, refrigerators, garbage disposers and ventilating 
fans were each mentioned six times, dishwashers five 
tumes, washers and dryers four times 

Certainly, selling price of the house will determine 
what can and should be included, and most of these 
14 Realtors and builders including this equipment 
are building in the medium and higher priced 
brackets 

Nine of those interviewed say they are using the 
packaged mortgage more than they used to. One fac 
tor is the sweeping trend to built-in burners and 
ovens. These nine are typified by I. H. “Bud” Ham 
merman of Baltimore: “The packaged mortgage is 
used 99 times out of 100 on all of our subdivisions 
We don't build or sell for builders without it.”’ 

Floyd Kimbrough, Jackson, Mississippi Realtor 




















A kitchen loaded with sales appeal as used by Stuart homes at Massapequa, Long Island feature Built-in ranges and ovens are making in 


the Sumner D. Hersey Co., Natick, Massachu- birch wood kitchen cabinets with built-in range and creasing tase of the packaged mortgage This 
setts. The built-in oven, counter range, dish- oven. Double sliding top sink gives continuous kitchen is featured by Waxman Brothers in 
washer, dryer and washer are included. work surface. Buyers demand features like these their Seaview Village project in Brooklyn 


Packaged Mortgage? 











builder says, “The packaged mortgage helps to sell 
a house by a considerable degree. | know that people 
prefer all of the things for the house tied in with one 





mortgage in preference to several.” (A kitchen from 
a Kimbrough model home was shown on last month’s 
cover, ) 
Says William F. Hendy of the Arcose Company, cee fate tan ” 
: rv Space te , 1 buyer's own a lances, 
Cincinnatj Realtors and builder For the last three ee eg ee ee 
. : rather than including them in the mortgage. 
years we have made it a standard policy to include Such is the case in this U. 8. Steel House by 
in our kitchens a complete pac kage, with dishwasher, Town & Country Realty Company, Louisville 


disposal, range and refrigerator. We have found 
much success in selling our homes as a package deal 

“There is no doubt in my mind,” Hendy says. 
“that our kitchens were one of the biggest features in 
selling our houses.” In the Arcose Company's new 
Chantilly Woods subdivision, Hendy explains, “We 
switched to the new color schemes, built-in oven 
and surface burners put out by General Electric 
Our kitchens are completely built in and feature a 
wide variety of colors, even to matching the sink 
bow! and countertops with the rest of the cabinet 

“The response we have had with this latest open 
ing has overwhelmed us, since we have even had 
visitors looking at our model homes with the idea of 
remodeling their own kitchens after ours.” 

New FHA and VA requirements on storage space, 
counter tops and drawers in kitchens has made it 
necessary a Hendy to add more space to the kitchen 
“In fact,” he says, “we are now paying much more 
attention to workable kitchens, step-saving arrange 
ments and available eating space. This type of policy 
in years past right after the war was very 
much lacking by most builders and as a result almost 
any type kitchen was sufficient. The public now is 
definitely demanding a better-planned kitchen with 
more built-in features.” 

Other Realtors commented on the fact that demand 
for larger kitchens is increasing. James Peacock of 
Place Realty, South Bend, says, “We have enlarged 
our kitchen areas greatly, as our customers are real 
izing that, whether they like it or not, life 1s becom 
ing more informal. Color treatment and natural fin 
ished cabinets tend to make a kitchen more pleasant 
more a living-kitchen 


Abundant cupboard nprace 
and carefully planned light 
ing feature the kitchen of 
the Kimbrough house 
Jacks for radio and tele 
phone add to the overall 
convenience of the room 





Fypical kitchen in a $22, 
000 home by Place Realty, 
South Bend, has an open 
ing above counter at left 
for passthrough to a club 
room, or dining space 















\ He Gives His 
Builders 
\“Cradle-to-Grave” 


Service 


This advertisement concentrates its im 
pact with a basically simple design, and 
yet contains the essential information 
needed in the ad opening the sales cam 
paign. With minor copy changes, the 
same ad was repeated several times in a 
smaller size later on. 


\ (Left to right) L. H. “Bud” Hammerman, 
Il, president; S. L. Hammerman, his 
father, chairman of the board; Judge Her 
man Hammerman, executive vice presi 
dent and chief mortgage officer. 


By ROBERT PAYTON 
issociate Editor 

Giving complete service from the very inception of a project is a way you can sell 
more houses for builders. That’s the way this Baltimore organization operates 
and there's plenty of proof of its success. Whether your operation is large 


or small, these ideas have a lot of practical value. 
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7OU should offer “cradle-to 
grave” service for your build 

ers. It pays off by combining your 
best abilities as a Real Estate execu 
tive and the builders you represent 

That's the philosophy of “Bud” 
Hammerman, sree of the S 
I. Hammerman Organization of 
Jaltimore. which sells 3,000 homes 
a year for its client builders. His 
company specializes in offering 
the most complete service possible 
to its clients, and the success of 
the Hammerman approach can't 
be more effectively acannon 
than by citing a couple of vital 
statistics: 

The Hammerman organization 
has been selling homes for client 
builders for 20 years 

Last year Hammerman sold 3. 
000 houses for builders 

Again this year, Hammerman is 
selling 3.000 houses for builders 

Yet with all this activity. the 
quality of Hammerman’s service 
is revealed by the fact that Ham 
merman has built 450 houses overt 
the same two year period in 
competition with the builders he 
sells for 

“Cradle-to-grave” service is the 
best term for it. The same kind of 
complete, thorough and efficient 
service can help you sell more 
houses for builders. and at a bet 
ter profit for both you and your 
builders. 

Where does it start? What's the 
“cradle” part? 

The Hammerman Organization 
has just purchased over $1 million 
worth of land. The company will 
engineer it, bring in the utilities, 
have the plat approved by the 
FHA and VA land planning sec 
tion. design six or seven salable 
houses, secure the FHA and VA 
commitments and then bring 
in the builders, sell the lots to 
them. and handle all the sales on 
an exclusive basis 

ut frequently the first step be 
gins even before the acquisition 
of the land 

Frank and Robert Bready, na 
tionally-known home builders 

Robert Bready is a past president 
of the Maryland Association of 
Home Builders and a member of 
the Board of (governors of NAHB 
for the past 15 years). worked 
with Hammerman to develop a 
new community called Munroe 
Gardens, in Glen Burnie 

Because of the expansion of Fort 
Meade and the transfer of a large 
number of National Security 
Agency employees from Washing 


Turn to page 24 











What About Older Houses— 
Who Should Sell Them? 


We are going to separate the sales force into one group 
handling the brokerage of existing houses, and another 
group handling the new houses. Our reasons for doing so 
is that older houses require more experienced harder 
working, higher calibre men. There are two reasons for 
this 

1) Older houses are getting tougher to sell 

2) Older houses are many times the key to the sale of 
new houses. We don’t take trades, but many times we 
will take an order for a new house in a development, hold 
ing a lot and location for a prospective purchaser who give: 
us a nominal $500 deposit pending the ability of ow 
sales department to sell his present home 

Of course, this house is appraised by us and must be 
listed at market price. If we do not sell this house within 
OW) day s. we cancel the order on the sale of the new house 
and refund the person's money 

We do this quite often, and it is a standard policy with 
us. However, only houses which are at least four to six 
months away from delivery are used. On the Munroe 
Gardens job, we even went so far as to accommodate the 
people moving over from Washington. To make this work 
we are using Washington Realtors with whom we are 
closely associated on the same kind of basis 


Hammerman on Kitchens. 
Bathrooms. “Extras” and 


the Packaged Mortgage 


@ Kitchens and bathrooms are essential sales feature 
and I close 25% of my deals because of my kitchen 

@ Our motto is “The Value Is On the Platter” and we 
include kitchen units and stoves. Dishwashers, disposes 
washers, dryers, and so on may be purchased at the build 
er’s cost if the home buyers so request. Optional extras may 
he included in the mortgage 

@ | am not a believer in loading the house with extra 
| believe in a good basic house, and discourage my build 
ers from boosting their sales price with such items as au 
conditioning. disposers, washers and remote control wiring 
I believe the house should be so designed that those want 
my these extras have ample space in the right places to in 
stall them. We offer to sell them at builder’s cost to the 
buvers. but I believe the public resents in our industry 
as it resents in the automobile industry being required 
to pay for extras they do not need, do not want, and can 
ill afford 

@ lhe pat kaged mortgage is used 99 times out of 100 
in all of our subdivisions, and as far as how much it help 
sell homes, we don't build or act as ayent for builder 
without i 
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Munroe Gardens home has three bedrooms, ceramic tile bath, Vanitory dressing 
table, Murray “Work Saver” Kitchen and Bryant heating. Lots are 6,000 square 


feet, and front on 40-foot paved street. 


ton, as well as the expansion of the 
Jaltimore metropolitan area, Glen 
Burnie has enjoyed tremendous 
growth 

lhe Bready brothers and Ham 
merman agreed that Munroe Gar 
the of land 
available in Glen Burnie, and that 
Glen Burnie was the best location 

Hammerman then spent $5,000 
on research to determine the kind 
of industry that coming in, 
the probable pay scale for the work 
ers, the number of workers, and 
the type of housing the worker 
had in the they had 
living in 

We had to check what the com 
munity itself desired,’ Hammer 
man says the kind of zoning 
housing density, the preferences 
of the county commissioners and 
what they would be willing to do 
to help with the utilities.” 

The preparation didn’t stop 
there, “We brought several promi 
nent national lenders into the area 
asking their advice, based on the 
experience in areas of similar ex 
pansion throughout the country 
We also tried to determine then 
ideas as to what financing terms 
arranged in the 


dens wa best piece 


was 


cities been 


could be com 
rrauananaty 

As Hammerman poimts out, the 
buildes or the above 


builder, for that matter 


averape 


average 


cannot do all these things him 
self. The Bready brothers agreed. 
and the next step was to determine 
the kind of house to be built 

Hammerman made surveys at 
Fort Meade and at the National 
Security Agency in Washington 
to find out what price range the 
employees of the two installations 
could afford, and interviewed a 
number of them to find out what 
kind of houses they wanted 

With the builders, Hammerman 
made a tour of the Washington 
where most of the people 
would be coming from, to see what 
kind of homes they were living in 
to determine the kind of home 
they would like to have 

‘We decided on the Munroe 
Gardens’ three-bedroom Rambler,”’ 
says Hammerman, “but if a ma 
jority of the workers had come 
from the Pittsburgh or Philadel 
phia area, we would have advised 
the builders to build with base 
ments, and we would also have in 
sisted on hardwood flooring 

“But people from Washington 
and Virginia were the prospects 
and houses were being sold by 
builders in that area without base 
ments and with asphalt tile floors.” 


area 


Even basic styles deter 
mined this way. “If the majority 
had been coming from New Eng 


land,” Hammerman says 


were 


as Was 
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the case in an earlier project Ham 
merman handled), “we would 
have insisted on split levels. But 
we found that ranchers were sel! 
ing better than split levels in the 
Washington area. Then again, if 
most of these peo le had been 
moving from the Baltimore metro 
politan area, we would have favor 
ed row house type dwellings.” 

Diplomacy uae enters into 
Hammerman’s “cradle-to-grave”’ 
service. “It is no secret.”” Hamme: 
man says, “that builders want as 
many lots on a tract of land as pos 
sible. and that the ‘county fathers’ 
sometimes want as few as possible 
We act as liaison in these situa 
tions, ironing out the rough edges 
and mediating between the diver 
gent viewpoints.” 

One of the main reasons build 
ers want real estate companies to 
handle sales for them is that build 
ers have to work longer hours than 
even the common laborers work 
ing for them. Why should the Boss 
have to work seven days a week if 


the laborer only works five? they 
ask, and the difference between 
the laborer’s seven-or eight-hour 
day and the builder’s sixteen 
hours a day is too sharp a con 
trast 


Most sales are made on Satur 
days and Sundays, or on week 
day evenings. Someone has to put 
in those hours, and the real estate 
company 1s the organization equip 
ped to do it. 

“A builder can build 25% more 
houses per year, and expend no 
more capital and no more energy 
by sub-contracting his sales just 
as he sub-contracts his plumbing 
heating and_ brickwork,” say 
Hammerman 

Hammerman uses this theme in 
direct mail he builder 
when he attracts their business 

“Mr. Builder, (the letter says 
you sub-contract your brickwork 

“You sub-contract your plumb 
ing and heating 


sends to 


“You sub-contract your excavat 
ing 
“Why not sub-contract the big 
vest headache of all your sales 
\ call will prove your home 
will sell faster, your buyers will 
be qualified at the outset, your 
public relations with your 
tomers will be tops, your 
using our services will be less than 
having the headaches of your own 
sales force = 
Actually, the Hammerman O: 
ganization has been selling for 
builders many years and 
with such success that Hammer 


cus 


costs 


for so 
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man is able to say that “we proba 
bly turn down two developments 
for every one we take to merchan 
dise.”” 

But good developments are al 
ways desirable, and Hammerman 
says “we are constantly battling 
and competing for good new 
developments. By good develop 
ments we mean those in prime 
locations and offering honest val 
ues P 

Hammerman employs one man 
in his mortgage department and 
one in his sales department as 
“builder representatives.” These 
men are always out visiting one 
job after another, and see every 
new development that opens in the 
Baltimore area. They are always 
on the alert for opportunities 
where sales appear slow, but that 
could be meoded up by the kind of 
merchandising and sales help 
Hammerman has to offer 

The Hammerman Organization 
is also frequently called in’ by 
large savings and loan associations 
and banks in the area who are big 
construction lenders, to assist the 
lenders’ clients. 

Hammerman says that, as an 
other part of the “cradle-to-grave” 
service, they also take a few days 
on expeditions to see similar de 
velopments in neighboring cities 

Making effective use of keen 
merchandising know-how is a 
standard Hammerman trade 
mark. His company goes into de 
tail with builders on nationally ad 
vertised products, and helps the 
builder decide the kind of kitchen. 
whether ceramic tile should be 
used in the bath, and so on. He 
makes suggestions on decorating 
and furnishing the demonstration 
house, and helps the builder line 
up sub-contractors to keep the 
builders’ costs down as much a 
wossible while still giving the pub 
ic Maximum value 

The question of how much to 
charge the builder for the services 
offered is a standard problem 
Hammerman charges 3% of the 
leasehold selling price for his com 
pany’s services, and the builde: 
pays all costs of advertising and 
promotion 





“We show him a proposed bud 
get at the outset.” Hammerman 
says, “and we estimate the num 
ber of weeks it will take to run 
this campaign 

“We always save the builder 
money by spending less than the 
budget he originally approved 
and this is always a good way to 
keep a client happy 








Wes! of our builders today take our ‘cradle-to-grave 
, services, but they seldom started that way. Usually we 
will pick up a client who encounters difficulty selling a par 
ticular job, difficulty in financing one, or difficulty in buy 
ing a tract of land in a particularly ‘hot’ area. Many times 
we will not make money on our first venture with a pat 
ticular client. Many times a client in trouble, like a patient 
who is sick, will pay any price to have the operation pet 
formed successfully. Our rates are standard. We don't take 
advantage of a situation that is tough, nor do we permit 
a builder to take advantage of a situation where a job ts set 


up properly and easy to move 


A. Bready (left) and brother Frank, builders of the Munroe Gardens 
development. Bob is a past president of the Maryland Association of Home 
Builders and a 15-year veteran of NAHB ’s Board of Governors. That builders 
of the calibre of the Bready brothers use the services of a real estate company 
to sell their houses proves the value of a top flight real estate organization 
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By GWiLyM A. PRICE 
President 
Westinghouse Electric Corporation 


Selecting the right industrial site for a 
company takes a great deal of know-how. 
And one thing your industrial realty sales- 
men should recognize is that many men 
figure in the decision. There is no “right 
man” to see to swing the transaction. Here 
is how a typical large industry goes about 
searching for and selecting its plant sites. 
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the make one 


let me 
point clear. The decision on a 
new plant location is not made in 


start, 


A 


the company president's office! 
You'd be surprised how many peo 
ple assume that it is. When told 
otherwise, they ask who is the 
“right man” to see 

In a national company there is 
no “right man” — or single group 
of men who decide where new 
plants shall be located. My com 
pany illustrates this point very 
well. It is our policy to operate 
each manufacturing division some 
what as a self-contained company 
Therefore, the Division Manager 
makes the final decision on a new 
site. 

This is logical for two reasons 
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First, plant selection is a vital fac- 
tor in the success of his enterprise, 
and second, he and his staff natur 
ally know more about their opera 
tion and their specific problems 
than anyone else. 

For instance, the division man 
ager may utilize an outside con 
sulting service, headquarters spe 
cialists and members of his own 
staff. A planning committee made 
up of headquarters executives acts 
as an advisory board in these ac 
tivities. 

The problem of location may 
appear overwhelmingly complex 

and it is. There are 4.270 com 
munities of 2,500 population or 
more in the United States. They 
have 226,000 miles of railroads 
along which plants could be locat 
ed and 300,000 miles of regular 
truck lines. 

However, the number of possi 
ble locations quickly diminishes 
when the specific needs of the op 
eration are analyzed. For example, 
to test our new Air-Arm Division's 
products, a modern airport with 
extra long runways was a “must.” 

In locating a new television 
plant, the search was reduced to 
television broadcasting areas. Our 
electronic tube plants required 
water of a specific analysis. Sheet 
steel supplies were vital to the 
location of a new appliance plant 

Once such special factors have 
been considered, however, the se 
lection is based on a number of 
economic and social conditions 
The more important of these might 
include raw materials, transporta 
tion, labor availability, amount of 
land and its cost, utility services, 
location in regard to distribution 
of product, taxation, housing, cli 
mate, and the attitude of the com 
munity toward business 

Although this seems like a long 
list, it is really only a small por 
tion of the four-page outline pre 
pared to aid Westinghouse division 
managers in selecting a new plant 
site. As a matter of fact, a new 
consideration has been added only 
recently. That’s the need to spread 
out defense plants for security 
reasons. 

I think an actual report of a city 
now under consideration for a new 
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plant may illustrate these points 
This city was listed as very desira 
ble for the following 12 reasons 

Labor supply is more than ade 
quate, several times more than we 
will require. 

Labor rates are fair, with 
turnover. 

There are good sites on high 
ways and railroad lines at reason 
able prices. 

The city is large enough to 
soften the impact of change for 
supervisors’ families who are 
moved to the new location 

The community has parochial 
and public school systems, and 
Christian and Jewish houses of 
worship 

Shopping facilities are good 

The county is free of debt, indi 
cating a stable tax rate 

Water, gas, sewage and railroad 
facilities are available at the prop 
erty line 

Inter-state trucking is available 

The community has vocational 
schools which will enter into train 
ing programs 

The city has a definite plan for 
attracting new industry which can 
fit the community needs 

The community genuinely 
wants Westinghouse as an indus 
trial neighbor. 

Familiar as these qualifications 
may be, this proposed location is 
quite unusual in offering so many 
advantages in addition to our basi 
needs. If a basic factor is missing, 
it nearly always rules out a site 

In one case, following a favora 
ble preliminary investigation, our 
field team went out for further 
checking. After a long trip, you 
can imagine their reaction when 
the first thing they saw upon en 
tering the hotel lobby was a large 
sign saying, ‘“‘Water Shortage! 
Waste not, want not!” 


low 


Their immediate inclination 
was to catch the next train, but 
they couldn't reconcile the sign 


with the favorable preliminary re 
port. Further investigation, how 
ever, did reveal a questionable 
water supply a fact not readily 
ascertained at long range. Our 


men left the next day 
Sometimes minor disadvantages 
can be corrected by community or 
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company action or occasionally by 
a joint program. Sharon, Pennsy! 
vania, where our main transform 
er plant is located, did not have 
adequate hotel facilities. This 
posed a serious problem for cus 
tomers, suppliers and employees 
whose duties required frequent 
visits to the town 

To solve the problem, our com 
pany joined with local business 
and civic leaders, formed a cor 
poration and built a hotel. Upon 
completion, most of our stock in 
the hotel was turned 
local hospital. We kept just eriough 
stock to make sure we could get a 
hotel room 

Despite all the care and plan 
ning, sometimes the unexpected 
happens. In one case, chance al 
most ruled out a good location 
One of our vice-presidents, making 
a final check on a proposed new 
site, questioned how much vibra 
tion might be expected from a near 
by pumping station. He was assur 
ed that the vibration was negligi 
ble, but just then a youngster = a 
had been hunting in the area join 
ed the party. The boy explained 
that he lived nearby, and pointed 
to his home a short distance away 
Our executive asked him if the 
pumping station affected his home 
and the boy replied: “Heck, yes! 
We can’t keep a cup on the kitchen 
table!” 

The local boosters recovered, 
however. when we decided to build 
the plant on a site a little farther 
away from the pumping station 

Unfortunately, states and cities 
which spend millions of dollars 


over lo a 


each year to attract industry 
sometimes do not realize that im 
woper location of a plant will 
ome the community as well a 


the company 

For example, communities can 
be harmed by too rapid influx of 
new industry, where regular com 
munity can't [ pace 
or, sometimes, by too many indu 
tries of the kind. I'm 
you know of other example 


Be Realistic 
A realistic 
all concerned 


services eep 


same sure 


analysis can benefit 
Recently. when we 
considered expanding one of ou 











_. . Site Selection Depends on Teamwork 


plants, a study revealed that trans 
portation and semi-skilled labor 
were insufficient to support an ex 


~- h Instead, we decided to 
yuild another plant 150 miles 
away. The local people at first 


were disappointed with this deci 
ion, At m4 same time, in investi 
gating the new area, we found 
that another company from that 
area with different labor and 
transportation needs was planning 
to build in our original communi 
ty. This location exchange has 
benefited both the companies and 
ithe communities 

This matter of adequate labor 


supply when stated a that 
way sounds like a coldly eco 
nomic factor, measurable in all 


But the economics here 
relate not only to the skills but to 
the character, attitudes and ambi 
tions of men and women, While 
any ivestigation of labor supply 
must determine how many people 
of what skills are somtevelie in 
an area, the study is not then com 
plete. It is vital to the success of 
a company to have in its employ 
the essential ingredients of a team 
That means people with that al 
most indefinable something that 
makes real teamwork possible. Per 
haps you might call it a mixture 
of ambition, cooperation and com 
mon sense, topped off by the spirit 
of fai play. Whatever it is, any 
good industrial relations man can 
recognize it. That sort of employee 
is what industry has in mind when 
it uses the words “adequate labor 
supply.’ 
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What Is “Community Attitude’? 


Just as we want the right kind 
ol people for employees, we feel 
a strong responsibility for our cor 
porate conduct in the community 
And we likewise are impressed by 
the community attitude toward 
our company 

One site we purchased included 
the home of an elderly woman 
Because of her age, it would have 
been a shame to ask her to move 
By a litthe maneuvering we were 
able to include the homestead in 
the tract of land set aside for fu 
ture expansion. So now she will 
live in her own house as long as 
she wishes 

By the same token, people have 
done good turns for us. At one lo 
cation, there was a widespread 
opinion that we had been over 
charged by the owner of the site 
Without our knowledge, the com 
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munity had raised the money in 
volved, and presented our manag 
er with a check. Because we wish 
ed to pay our own way, we re 
turned the check, but gratefully 
retained the goodwill which the 
check symbolized 


Taxation a Problem 

Because we wish to pay our own 
way, we also expect to pay with 
out complaint our fair share of the 
cost of government. This brings 
up the matter of taxes a 
sideration that has become in 
creasingly important. 

The tax > ies of the Federal 
Government have focused atten 
tion on the tax dollar. Particularly 
notorious, of course, was the dou 
ble tax which was levied first on 
corporation earnings and again 
on the same money when it ap 
peared as dividend payments to 
stockholders. Fortunately, that has 
heen corrected, in part. Soaring 
Federal taxes are being accom 
panied in certain areas by higher 
state taxes, which exert an influ 
ence in the selection of new plant 
sites, 


con 


It is obvious that direct taxes on 
business become an element of the 
and of course price of 
produc ts sold to the consumer. The 
manufacturer in state, who 
has lower taxes, gains a definite 
advantage over a competitor in 
another state. Therefore, taxes 
cannot be overlooked when new 
plants are being considered 

When studying the tax situa 
tion, perhaps the thing a company 
fears most is instability. Even if 
the tax picture is favorable at the 
moment, there are often straws in 
the wind that indicate trouble 
ahead. This instability may be 
caused by unsettled economic con 
ditions in the area; it may be 
caused by unfavorable tax laws 
themselves; or it may be due to 
the fact that the method of raising 
tax revenues discriminates against 
one type of taxpayer 

Several southern states offer ex 
amples of possible instability 
which may lead to higher taxes 
These are states which face quite 
a job in building up their educa 
tional systems. Because such a 
large share of tax revenue must go 
for schools, taxes may be expected 
to rise more sharply in these par 
ticular areas. Before locating a 
new plant in such a region, a com 
pany must weight that future 
probability 


cost 


one 


September, 1955 —- Nationa Re 


The tax problem has become so 
important that some states are 
changing their tax laws to encour 
age a Aven! expansion. They 
realize that a new business must 
walk before it can run that it 
may make very little if any 
money for a number of years. The 
larger and more complex the op 
eration, the longer it takes to make 
a profit. Therefore, these states are 
exempting new business from 
most property taxes for as long as 
five years, in order to give the 
manufacturer a chance to get his 
business on a paying basis. 

State laws governing workman's 
compensation and unemployment 
insurance also can affect a com 
pany’s opinion of a proposed plant 
site. I think everyone is familiar 
in general with workmen’s com 
pensation laws. All states have 
them. They provide that a worker 
hurt in the course of his employ 
ment will be compensated by his 
employer. And they are admirable 
laws, in most cases. But in some 
instances they are carried to the 
point where they can have a detri 
mental effect not only on the em 
jloyer from the standpoint of cost. 
bul on the worker by encourag 
ing idleness and malingering 

I know of one state where it is 
possible in some cases for a man 
with a number of dependents to 
get a greater income after taxes 
from workmen’s compensation 
while off the job than he could 
earn while working on the job 
In that state the man can draw 
an amount equal to his full wages 
and is paid in money that is not 
taxable. It is questionable how 
much financial incentive there is 
for this man to return to work 
promptly. 

Similar to the workmen’s com 
pensation problem in some re 
spects is the matter of occupation 
al disease compensation. Some 
states have laws so set up as to 
actually encourage what is known 
in the Army as “gold-bricking.”’ 
In these states there seems to be a 
trend which, if continued, could 
lead to virtually any illness being 
considered ‘‘occupational.”’ In 
many instances payment is so at 
ranged as to encourage the indi 
vidual to stay out longer than is 
necessary. 

Such workmen's compensation 
and occupational disease laws as 
I have cited cost a lot of money 
a lot more than good, well-admini 
stered laws cost. To give you an 
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idea in Westinghouse one year 
the average cost of workmen's 
compensation per employee was 
$9.80. However, in one state the 
cost was $29 per employee, and in 
Massachusetts it was $21.60 per 
employee. 

Unemployment insurance costs 
even more money. One year West 
inghouse paid a national average 
rate of $32.20 per employee. In 
Massachusetts, with the same good 
Westinghouse employment record 
as in other states, unemployment 
insurance cost us $80.51 per em 
ployee 

Although the cost of taxes and 
special services is important, it 
should be clearly understood that 
this is not by any means the pri 
mary consideration in selecting a 
plant location. Only after a num 
ber of sites favorable from other 


Glass and Steel Houses — Built-for-Sale! 


| OUSE of the future? Yes, if 
you mean the immediate fu 
ture. 
Although this glass-and-stee] 
house by noted architect Ludwig 
Mies Van der Rohe hardly fits the 


usual conception of a “salable 
home design,” four of them are 
slated for construction in Elm 
hurst, Illinois, with more to follow 


Designed to sell for $35.000 
the houses have a glass and steel 
framework and extremely open 
planning. The 1,500 square feet 
cover three bedrooms and carport 
Exterior walls on the long side 
are framed plate glass spaced 51 
feet apart, with walls on the short 
side of masonry construction 

The house is designed around 
a central utility aiming at 
maximum efficiency, economy of 
construction and ease of mainten 
ance, without sacrificing large liv 
ing, sleeping and work areas 

The 16 by 11-foot living room is 
separate from all sleeping rooms 
except the master bedroom. which 
has a private bath. An 11 by 11 
foot “play and work” area is lo 
cated just off the end of the kitch 
en 

There are six closets in the 
house, including sliding door ward 
The kitchen has more than 
15 feet of wall cabinets and more 
than feet of base cabinets 
located on lots 100 by 160 feet, 
the homes will have air condition 


core, 


robes 


7% 


ing, tinted glass. curtains, a range 


and a refrigerator. 
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standpoints are chosen, does the 
matter of taxes serious 
study. But an unfavorable tax pic 
ture can definitely the bal 
between two compara 
ble from other standpoints 

| have called this problem ol 
finding the right sites for new 
plants a complex one, and I think 
you now may have a better idea 
why we consider it so. Undoubted 
ly each of those 4.270 communi 
ties considers itself at least equally 
suited for new industry 

I am reminded of George Or 
well’s allegorical satire on social 
history in which the animals rise 
up and take over a farm, driving 
the people away. In big white let 
ters they write on the wall of the 
barn these words 

“All animals are equal.” 

Jut trouble breaks 


recelve 


sway 


ance sites 


oon out 


Architect’s model shows the 


tinted, and only walls on the short sice 


wide open design of the glass-and-steel house 


among the animals. The pigs on 
the farm seemingly more quick 
witted and domineering than the 


ther animals take charge, be 
come the master race and trans 
form the littl community ol 
equals into a tightly-ruled state 


And one morning the other ani 
mals are startled to read this let 
tering on the barn wall 

“All animals are equal but 
ome are more equal than others.’ 

So it is with these 4.270 towns 
As possible plant sites, some are 
more equal than others 

It is the demanding task of in 
dustry to carefully sift the many 
considerations involved and make 
a decision. If the decision is not 
economically and socially correct 
the penalty can be failure for the 
business. and a severe setback for 
the industrial growth of the town 





Glass is 


of masonry construction. Designed to sell 


for $35,000, the house has three bedrooms and is air conditioned 


Floor plan of glass-and-steel house shows that the wide-open design of the exterior is 


carried through in the interior design 


Living room, kitchen and “play work area” are 


continuous, but only the master bedroom opens onto the living room 
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You Can Improve 


Your Display Ads 








‘Wee, (ERTS SetET EDT 
POR O01 Ame WER BE! 
Response wes 06 qreat te ow fint public thow ng thet we 
ware me opening ow model bor Twnght Inspection every evening 
Raut , 1“ 
| ieee ti si RDALE 

i be rts | 

wocry L—4 ; 

| j ; it 

} f, j | M 
i} | i jj i « ’ 4 

fi 4 ‘ 
r yf ” j . Mt 
iy 
8d. ~, f fot We . 1 ord ee A ean Boy Bond wot te & 
le {7} t) 1 Pood . Ht Mate Baten Ore Oper tte @ tedey 
;* °/ ‘ed | 
i} js } | 
iif { | 4410 N, Wien 0 * Bulders 
/ } — -_ ' wo pie , Reatory 
Merwe lvoe 





This 5-column by 11)4-inch ad from the Milwaukee Journal 
illustrates the author's points: 1) Caps are used sparingly, 2) 
serif type is used in the main body copy for easy reading, 3) 
sanserif type is used only in short paragraphs and phrases for 
emphasis, 4) italics are used only once, and 5) fancy type is 
used in the head to lend character in keeping with the style 
of the homes, 


fbn is not written to set down definite do's and 
don’t’s about the copy in your property advertise 
ments. Every so-called basic copy technique has, at 
some time or other, been proved, emvoned. approved 
to where the copywriter all but throws up his hands 
in despair and seeks occupation in one of the more 
exact sciences, 

Instead, this is written to help make your dis 
play advertising more effective a explaining the 
mechanics that make up a printed ad and therefore 
helping to keep your costs at a minimum 


First Step — The Blueprint 

You wouldn't think of building a home without a 
blueprint, Neither should you begin producing an 
advertisement without a blueprint. 

The blueprint you will work with is called a la) 
out. It’s made up to correspond exactly with the size 
of space your ad will occupy in the newspaper. The 
width of the ad is based on the column width of the 
newspaper (usually 2 inches) and the depth, or 
height 1s determined by the agate line. (There are 
14 agate lines to the inch. ) 

The simplest layout and the one most used for 
real estate advertising — employs four basic elements 
set one beneath the other: headline, illustration, copy 
and signature. There are many variations on this 


*Mr. Pescheck has had several years’ experience in advertising and agency 
work and during this time developed an interest in helping real estate 
men improve their advertising 
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By JACK PESCHECK* 
Advertising Manager 
Gleason Wheel Company 
Milwaukee 


In planning a display ad, you should give as much 
thought to type and layout as you do to writing 
the copy. Start with a blueprint, use good illustra- 
tions, select type for its emphasis value and read- 
ability. Most important — learn the mechanical 


techniques that make up a printed advertisement. 


technique, of course. They include interposition of 
these four elements, use of more than one illustra 
tion, use of attention-getting gimmicks at the top of 
the ad, use of borders, reverse (white on black) print 
ing. Ads in newspapers and magazines you get at 
your office or home will give you a source of very 
excellent layout ideas, many of which can be con 
verted to your own needs. 

Caution: In preparing the layout for your ad 
vertisement, don’t use every bit of white space for 
illustrations and copy. More times than not, gen 
erous use of white space attracts more attention than 
solid illustrations and copy! 


Worth A Thousand Words 

Good illustrations are of extreme importance in 
your display advertising. The starting point is, of 
course, the photograph, and the illustration as it ap 
pears in your newspaper can be no better than that 
photograph. With a good photograph to start with, 
you can most always be assured of good reproduction 

When photographs are taken, be sure to show the 
most attractive angle of the property. A picture win 
dow, breezeway or patio not shown in your picture 
may mean the difference between a quick sale and a 
“no sale.” 

Avoid sharp vertical angles when photographing 
properties. Unless you are using professional-type 
equipment with devices that compensate for camera 
tilt, keep your camera level and perpendicular to the 
vertical lines of the building. 

Light conditions vary with season and locality, 
therefore, there are no set rules for when to take your 
photographs. Choose the time of day when there are 
no harsh shadows caused by trees, eaves, adjoining 
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properties. These shadows can produce undesirable 
effects, and unless removed in the darkroom when the 
prints are made, will result in a bad photograph. 

Don’t be afraid to step back to take in lawn, foliage 
or drives around the properties you photograph. They 
add to the beauty of the property, and are important 
selling features. 

Speed is of the essence in using real estate photos. 
The quicker a finished picture is available, the quick 
er the property can be advertised and sold. The 
conventional negative-positive method is suitable 
when facilities are available for immediate develop 
ment and printing. When fast processing service is 
not available, use of the Polaroid-Land picture-in-a 
minute camera can get good quality pictures quickly. 
A new film recently made available by the manu 
facturer gives extremely sharp, clear pictures at a 
cost comparable to the negative-positive method. 

Last but not least about photographs: If you are 
not in the “advanced amateur” category, don’t at 
tempt to take your own. Professional service is avail 
able almost everywhere, and in larger towns, photo 
graphers who specialize in real estate pictures are at 
your service. The cost is surprisingly low, and it more 
than pays for itself in the end because you get pic 
tures you can be proud to use in your ads and show to 
your customers. 


Next Step — Engravings 

Before a photograph can be printed, a printing 
plate, or halftone, must be made from it. The tones 
of the photograph must be translated into dots 
large dots in dense, dark areas, small dots in light 
areas which pick up ink and transfer it to the 
paper. 

lalftone engravings of photographs are made by 
re-photographing the prints through a screen, The 
screen consists of fine horizontal and vertical lines 
which break up the continuous tone of the photo 
graph into minute printing area (dots). For news 
paper reproduction, there are usually 65 lines, which 
form 65 dots, to the lineal inch. When the engraving 
is finally coated with ink and printed on paper, these 
dots blend to form a continuous tone picture the same 
as the photo the engraving was made from. 

There are several types of engravings, each hay 
ing its own application 

Square Finish Halftones These are the most 
economical and perhaps the most commonly used 
engravings. They are cut square (or rectangular) 
and have an overall tone. When photos are given to 
the platemaker for square finish halftones, they 
should be marked with crop marks, indicating the 
portions of non-essential background to be eliminated 
The size, or percentage of enlargement or reduction 
must also be indicated. It's well to send along your 
layout with the photos from which engravings are to 
be made so the platemaker can fit them exactly to 
your ad. 

(Engravings can be made on copper or zinc; screen 
sizes for newspaper reproduction vary from 55 to 85 
lines; engravings can be ordered mounted or un 
mounted. Your local newspaper can help you on cor 
rect specifications. ) 

Outline Halftones A more costly type of en 
graving is the outline (or, silhouette or iechout) 
halftone. However the cost is more than compensated 
for by the effectiveness of the illustration 
out clearly and sharply from the background 

Line Plates In many instances line plates (or 
zinc etchings) may be required. Line plates are en 


t stands 
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gravings made from black and white drawings having 
no shading (greys) or continuous tone. They can be 
used to illustrate floor plans, borders, or attention 
getting gimmicks. When line drawings of properties 
are available, they may be reproduced at io 75% 
of the cost of halftone cuts 


Selection of Type 

Consider the printed words in your advertisement 
as if they were spoken, and the type in your ad the 
manner in which the words are spoken. Large, bold 
type might be compared to a shouted message: Small 
type to a whisper. Legible, easy-to-read type is not 
unlike fluent speech: A distracting mixture of many 
different kinds and sizes of type arranged in dis 
orderly fashion is comparable to defective, incoherent 
speech 

The kinds of type you can choose for your adver 
tisements depends on the faces available from your 
newspaper or typesetter. These few rules will help 
you pick the right face for the job it’s expected to do 
in your ad 

USE CAPITALS (OR UPPER CASE) ONLY IN 
HEADLINES, NEVER IN PARAGRAPHS OF 
BODY TEXT. THIS PARAGRAPH IS SET IN 
CAPITALS TO SHOW YOU HOW DIFFICULT 
IT IS TO READ. 

Set the body text in serif type (Serifs are little bars 
or finishing strokes at the tops and bottoms of letters ) 
This sentence is set in serif type 

Use sanserif type only in single line headings or short 
peoragraphs that must be emphasized. Never set long pora- 
graphs of body text in sanserif type. This peragraph is set in 
sanserif type. 

Use italics (or slanted type) the same as sanserif{ 
type. Do not set entire paragraphs in italics. This 
paragraph is set in italics. Notice how hard it is to 
read and follou 


Don't use fancy hard-to-read type unless it has a 
definite place in your ad. (Example: If your ad has 
a carnival or circus theme, use Barnum type in the 
l.cadline — but sparingly!). 

Consider your prospects’ eyesight. It’s well to be 
thorough in describing a property, but not to a point 
where tiny, fly-speck type is required to get it all in 
Rather cut out a o adjectives and adverbs, and your 
ad is just that much more apt to be read 


Putting the Parts Together 

Taking for granted that all the “parts’’ were made 
according to your blueprint, or layout, your ad is now 
ready to be turned over to the newspaper. They will 
lock up the units in the form with other ads and 
editorial matter that will appear on the same page, 
and either print directly from the form, or make a 
matrix from which a curved plate is made. (Curved 
plates are used on high-speed rotary presses used by 
most large daily newspapers. ) 


In Conclusion 

The end effect of your advertisement whether it 
will sell the property or whether it won't is 
determined by your ad format and your copy. How 
much it costs to achieve this effect depends entirely 
on your knowledge of the mechanics that go to make 
up the advertisement. The basic fundamentals can 
be picked up easily. But only actual experience in the 
production of your display ads will permit you to 
get the most out of every dollar spent for your adver 
tising 
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Frigidaire These three plans make excellent 
use of space and show how many features can 
be packed into a medium-sized kitchen, Plan 
(a) ~ the laundry in a separate area, but the 
appliances are grouped for plumbing conveni 
ence, A double sliding door gives extra-wide ac 
cess to the dining area, Plan (b) has smaller 
area, but includes washer and dryer, Pullman 
arrangement cuts out space-consuming corners 
but the disadvantage of directing traffic through 
the work areas. Extra counter space is gained 
by use of the new burner units that fold back 
against the wall when not in use. Plan (c) also 
makes use of the folding burner units. The 
serving “peninsula” doubles as a dining counter 
Both (b) and (c) use a built-in wall oven 


$2 
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for Your Plan Book 


With a little thought and imagination, almost any house can have 
one of several kitchen arrangements. To show what can be done, 
Journal editors asked five cabinet and appliance manufacturers to 
sketch different plans possible for the same size kitchen and using 
the same equipment. The kitchens (including laundry) occupy 
170 square feet of floor space or less. Maximum budget was $1,200 
for range (or countertop burners and built-in oven), refrigerator, 
dishwasher, disposal, washer and dryer. Many of these plans, how- 
ever, have been equipped for much less than this figure. Here are 


selected plans from those offered. 


YOUNGSTOWN KITCHENS 


fT 





Diet) Waswer 











Youngstown Kitchens — Plan (d) shows proper arrangement of the major work centers — 
food and prevaration, cooking, serving, and clean-up — for this type of kitchen. Oven and 
range are near the dining room, while refrigerator is near the back entrance and has a 
counter surface beside it for “loading” convenience. Although traffic is directed through 

© kitchen, it easily bypasses the work centers, Washer and dryer fit conveniently in corner. 


Plan (e) is a variation of (b). It has a dining space in one corner. There is enough distance 
between the two rows of cabinets to prevent traffic from interfering with kitchen activities. 
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American Kitchens — Plan (f) uses the “L” 
shape with a smack bar at the dining room end. 
By using a combination washer and dryer, there 
is space left for a table-top gas water heater. 
Enough wall space remains at the right side of 
the washer-dryer for an ironer, kitchen stool or 
utility cart. The refrigerator is near the rear en 
trance for easy loading of supplies. Here, again, 
traffic easily by-passes the major work areas. 


\IUTSCHLER 


] fareance - = J 

Mutschler Brothers — For having less than 100 
square feet of space, the kitchen in plan (g) has 
a lot of utility packed into it. Secret is its “U” 
shape and the washer-dryer combination. It is de 
sirable to keep laundry equipment removed from 
food preparation or serving areas. This is accom 
plished in plan (g) as well as the others shown. 
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Crane Kitchens — A place to iron is an attrac 
tive feature of Plan (h). The ironing board 
folds out of sight in the cabinet that conceals 
the washer and dryer. The eating area is well 
out of the way of the major work areas. 








DWYER PRODUCTS CORPORATION Michigan City, Indians 


The new and beautiful WSY ZBL OO 


( d graces the room as a 
Mail Coupon piece of smart furniture 
for bulletin 
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OWYVER PRODUCTS CORPORATION 
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hen Is Sale and Lease-Back 
Profitable? 


Sale and lease-back of property is no magical method for getting 


rich, but it does provide more liquidity in realty investments — 


By LOUIS J. GLICKMAN* 


Real Estate Investor 
New York City 


if you know how to use it. Our author has criteria for determining 


if a property is suitable for sale and lease-back. Seasoned with 


judgment, you can apply them to your investment transactions. 


oo SOME REASON, many people have an idea 

that the sale-and lease-back method of financing 
real estate is a conjuring formula whereby every 
piece of realty can become a bonanza regardless of 
the investment merit of the property itself. Quite 
to the contrary, it can be as used only in 
cases where the realty has genuine merit in the ab 
sence of sale and lease-back. When a property does 
have intrinsic value, application of the sale-and-lease 
back formula may put some frosting on the net in 
come cake, 

It is not my purpose to deal herein with situations 
in which a major corporation might sell its realty to 
a life insurance company or other investor and lease 
it back for a long term of years to insure continued 
occupancy. In such cases it would be my guess that 
the buyer-lessor would act on the seller-lessee’s credit 
standing rather than on the basis of the value of the 
real estate. Since rentals reflect a percentage of the 
capital invested, the buyer in such cases could reason 
aie pay more for the property than its actual ap 
praised value, Yet those of us who recall the nt 
thirties will remember that some gilt-edged credit 
ratings of that era later proved quite disappointing 
So, for purposes of this examination, let us confine 
consideration to situations wherein the sale and lease 
back is predicated on the investment value of the 
woperty alone, with the credit rating of the seller 
cane thrown in for good measure as an added cush 
ion, or like the 13th bun in the baker's dozen 


Set Up Your Criteria 
In our office we have set up certain investment 
criteria, sales and lease-back or no sale and lease 
back. These include 
1) Tax advantages 
2) Location 
3) Physical condition 
4) Return on equity 
5) Current and potential financing 
6) Potential of changing tenancy 
7) Type of ownership, i.e., corporation, partner 
ship, syndicate, individual proprietorship, et« 
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If a property meets the test of these and certain 
other considerations, we can then look it over with a 
view to improving its investment appeal by applica 
tion of the sale-and-lease-back formula. Some prop 
erties lend themselves readily to such financial pro- 
cessing; some do not. 


A Surprise Example 


Perhaps the classic example of a property suitable 
either to conventional or sale-and-lease-back financ 
ing is the former Empire Trust Building at 580 Fifth 
Avenue, New York, which I a ne long ago 
for $6 million all cash. Let us see how this struc 
ture stacked against our criteria. 

Tax Advantages: The building was 33 stories in 
height and represented a sufficient percentage of the 
total land-and-building value to assure a_ healthy 
allowable oy ap iation for income-tax purposes. 

Location; On the corner of Fifth Avenue and 47th 
Street, in the heart of what has been termed the 
showplace of the world, where realty has a special 
scarcity value. 

Return on Equity: Adequate and susceptible to 
improvement, 

Tenancy Potential; Fully occupied at competitive 
rentals; ready rental market for any space becoming 
vacant. Vacant banking quarters with high vaulted 
ceilings permitted an increase in rentable area by the 
addition of new floors. 

Character of Ownership: To be determined after 
financing. 

Here was unmistakable investment merit. Explora 
tion of conventional, first-mortgage financing dis 
closed that a major life insurance company was 
willing to lend $3,750,000 on the property at 614% 
constant, on which basis interest and amortization 
amounted to $243,750 annually. This would have 
fully liquidated the mortgage in 27 years and 6 
months 

An alternative was to sell them the land under 


*Adapted from a talk before the New York State Society of Certified 
Public Accountants 
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the building for the same $3,750,000 and lease it 
back for 27 years at an annual rental of $243,750. 
precisely equal to interest and amortization under the 
proposed mortgage, with optional renewals at $100. 
000 a year 

To the surprise of all concerned, the second meth 
od was selected, Of the $243,750 annual constant pay 
ment under the mortgage an average of approximate 
ly $139,000 would be amortization. Amortization re 
flects reportable, taxable income even though the 
money whisks through the property owner’s bank 
account to the coffers of the mortgagee. 

The net cash income from this property after pay 
ing interest, amortization, other fixed charges and 
operating expenses would be $400,000 a year, but. 
under first mortgage financing, income tax would 
he payable on $539.000 whereas by selling the 
land and leasing it back the entire $243,750 rental 
was deductible for income-tax purposes 

The difference between a taxable income of $539. 
000 and one of $400,000 represented a tax saving of. 
roughly. $70,000 a year. A little figuring with the 
aid of the compound-interest table will show that 
$70,000 a year set aside and invested at 414% would 
amount to around $3,450,000 in 27 years. 

Moreover, had I selected mortgage financing at 
$4,750,000 both land and building would have been 
practically foreclosed as to any additional financing 
save at the prohibitive rates for second mortgages 
By selling the land and leasing it back I still had 
building and leasehold as security for additional 
financing an opportunity which was, let us say, 
duly embraced 


Combined Methods 


Another property that lent itself ideally to either 
type of financing in fact, to a combination of the 
two was 42 Broadway, New York. This building 
was acquired subject to an existing first and a pur 
chase-money second mortgage. The price was in 
excess of $4 million and the gross annual rental close 
to $1 million. Now, as to how this property stacks up 
against our criteria: 

Vax Advantages: 21 stories in height, the building 
was on a relatively small plot, had an excellent de 
preciation picture. Moreover, the second mortgage 
was so set uP as not to require amortization payments, 
which would have been reportable as income. 

Location; In the heart of the city’s downtown 
financial area, a block from Wall Street, close to all 
securities and merchantile exchanges, as well as the 
Custom House. Wall Street will not budge. Financial 
centers do not migrate; once taken root in any 
metropolis they stay. The Wall Street area bids fair 
to increase in importance and stature. 

Physical Condition: Put up some years ago, the 
building had been sturdily constructed and had been 
remodeled at a cost of about $500,000 just prior to 
my acquisition. 

Return on Equity: On a straight purchase, without 
any sale-and-lease-back formula, the property show 
ed nearly a 25% net return on the equity after serv 
icing both mortgages. 

Tenancy Potential: Competitive situation excellent 
While any new building would, with present con 
struction costs, have to average in the neighborhood 
of $5 or better per square foot, 42 Broadway was fully 
occupied at rentals averaging about $3.25 a square 
foot despite the presence of a number of statutory. 
rent-controlled tenancies at rates of $2.00 to $2.50 a 
square foot 


36 September, 1955 








Current and Potential Financing: Current finan¢ 
ing was adequate. Now as to the application of sale 
and lease-back. The fee was sold to a private investor. 
subject to lease-back, at a price and rental that as 
sured him a return in excess of 15%. against which 
he could charge depreciation on the building. The 
leasehold which showed a much higher return was 
mortgaged and then sold. This leasehold could be 
depreciated annually in an amount equal to the price 
paid, spread over the primary term of the lease. 

Type of Ownership: Since the situation presented 
several varied and favorable investment facets, the 
investment preferences and needs of several groups 
of participants were precisely suited 


Certain Properties Not Suited 


Now for some examples of purchases I made that 
were not suitable for sale and lease-back at least 
until substantial changes in the character of the 
properties were effected. 680 Fifth Avenue was ai 
quired at a sum in excess of $2 million all cash, even 
though, fully rented, it showed an operating loss of 
about $120,000 

Tax Advantages: With practically all value in 
the land, the depreciation picture was very poor 

Location: At 54th Street and Fifth Avenue, New 
York, the hub of that 42nd-to-59th stretch of the 
avenue having prestige to be found nowhere else 

Physical Condition: Not relevant, since the only 
feasible course involved demolition of the existing 
building. 

Return on Equity: Zero, At the time of purchase 
I determined that, if no builder showed sufficient en 
terprise and appreciation of the location’s advantages 
I would show my faith in my own judgment by con 
structing my own building. 

Current and Potential Financing: No financing 
available except in case of new construction. 

Tenancy Potential: Demand for space on that por 
tion of Fifth Avenue had been so evidenced by nation 
ally known corporations that it appeared as though 
any building erected on the location would be fully 
rented before completion 

Type of Ownership: Purchased in my own name, 
the operating loss would be offset by other income 

As things turned out after I had announced 
plans to build a 19-story office structure on the site 
I was approached by Mr. Zeckendorf of Webb & 
Knapp, acting on behalf of the Canadian Consul Gen 
eral. who made an offer for the property I could 
hardly refuse. 

Since the property was not income producing dur 
ing my ownership, no sale and lease-back could have 
been contemplated, but I had every intention of us 
ing the sale-and-lease-back method of financing had 
I gone ahead with my plans for construction 

Take 500 Eighth Avenue, New York. This was the 
former Ludwig-Bauman-Spear department store, a 
12-story building with about 200,000 square feet of 
floor space. 

Tax Advantages: Allowable depreciation satisfac 
tory. A substantial purchase-money mortgage in 
volved interest which was of course deductible, and 
no annual amortization 

Location: In the heart of New York's garment cen 
ter, near major commercial hotels, Pennsylvania 
station, general post office, a block from 34th street 

a growing area which from all indications lacked 
suitable office and showroom facilities. 

Physical Condition: Constructed in 1928, the build 
ing was in excellent shape. With an outlay of about 
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$1,500,000 it is being converted into one of the most 
modern structures in the area. 

Return on Equity: None at time of acquisition 
Purchased untenanted with view to reconversion 

Current and Potential Financing: With the pu 
chase-money mortgage subordinated to a substantial 
institutional first mortgage, current financing was 
satisfactory. Prospects for adequate new financing, 
after some leasing to major tenants, appeared excel 
lent 

Tenancy Potential: The building is being converted 
into one of the most modern merchandise marts in 
the country 

Type of Ownership: A syndicate was organized for 
this purpose composed of individuals willing to risk 
substantial capital in the hope of substantial return 

This property was not suitable for sale-and-lease 
back financing in the shape in which I acquired it 
But after all leases have been closed with satisfactory 
tenants I will have regained freedom of action as to 
refinancing 


Examine Ownership Closely 

In summary I would like to stress one factor in 
particular that warrants special examination in all 
sale-and-lease-back planning, namely, the type of 
ownership for each phase of investment in the sale 
and-lease-back chain 

Assume that fee ownership of a property represent 
ed an equity worth $500,000 over mortgages and that 
after servicing the mortgages and meeting all other 
fixed and operating charges, there was an annual re 
turn of $75,000 net, or 15% on the equity. Fee own 
ership is sold for $400,000 on condition that it will be 
leased back to the seller for 20 years, with optional 
renewals, at an annual rental of $48,000. The buy 


er obtains an investment yielding 12%. The seller 
has a leasehold that cost him $100,000 and yields 
$27,000 net, or a 27% return on his investment 
However, the owner may charge depreciation on 
the building that could largely if not entirely off 


set his 12% for tax purposes, whereas the lease 
holder may offset his annual 27% by only one 


twentieth of the cost of the leasehold, leaving $22,000 
exposed to tax (and the leaseholder, by the way, has 
all the risks and headaches of management). Which 
is the most profitable after taxes, the 12° or the 27° 
investment? 

The answer lies in the character of each owner 
ship and each individual tax structure. In extreme 
cases the tax collector could demand as much as 90% 
of the $22,000, leaving the leaseholder with but 2.2%, 
return on his investment after taxes which would 
mean a long time, to say the least, before he could 
get his capital back, while the fee owner and deprecia 
tion offsetting part if not all of his 12% would still 
own the property. A “right” investment could, in un 
suitable hands, become a “wrong” one 

However, intelligent application of the sale-and 
lease-back method of financing is the best avenue we 
have evolved so far to provide real estate with a 
measure of liquidity not heretofore had, On the one 
hand, it supphes manufacturers and commercial en 
terprises with much needed capital for expansion in 
their own major fields, while getting them out of the 
real On the other, it provides in 
surance companies, pension and trust funds and other 
reservoirs of capital with opportunities to effect long 
term, safe employment of funds at 
than afforded by 
al bonds and mortgages 
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The Law Says 


By GEORGE F. ANDERSON 


£ Ipng inheritance by, or from 
an adopted child is skillfully 
outlined in the Administration 
Act 

The general principal running 
through the Act is that the adopt 
ing parents and their kindred shall 
inherit from the child only such 
property as the child has derived 
through the adopting parent or 
either of them by gift, will or in 
heritance, including the accumu 
lation, income and. profits thereof 

The application of the statute i 
not always easy. In the case of 
Swick vs. Coleman, 218 Ill. 33, the 
child inherited from her adopting 
parent a farm. She sold the farm 
and had the proceeds of the sale 
intact. When she died her natural 
mother claimed her estate, con 
tending that only identical proper 
ty reverted to the adopting parent 
and kindred, and here the identi 
cal te sgh had been sold and the 
proc te i | 


s of the sale did not coms 
under the statute 

The court said 

Sut we do not understand Se« 

tion 6 of the Adoption Statute to 
apply only to the identical proper 
ty which has passed by inheri 
tance to the adopted child 

“Such a construction is not re 
quired by the language of the act 
and is plainly not consistent with 
the spirit and intent of the enact 
ment 

“Here we are required to direct 
the disposition of the identical 
property that was received from 
the sale of the farm. and we are 
to consult, as our guide, a statute 
which manifestly intends that the 
natural kindred, by blood, of the 
original owners of the farm, the 
adoptive parents, shall not be sup 
planted in the inheritance and 
ownership of the property which 
came to the adopted child from the 
adoptive parents by those who are 
strangers to the blood of such 
adoptive parents, and who do not 
bear the relation of child or des 
cendants of a child or surviving 
husband to the deceased.” 

Of course. if the adopted child 
leaves children or a spouse, they 
inherit from the child 


dar owner of a building want 
ed to get a loan on it. One Sat 
urday noon he took a friend 1 
lunch and it was a good lunch 
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After that he took the friend out 
to look at the building. Then he 
said, “now Ernest if you lend me 
$25,000 on this building for five 
years I'll pay you 7% interest.” 
Ernest said. “that’s a deal I'll have 
my lawyer prepare the papers 
Monday. Now let’s not talk any 
more business, but top the after 
noon off with a highball ” They 
were a little wobbly when they 
parted, and shook hands, saying 
“Monday.” 

On Monday Ernest went to see 
his lawyer. The lawyer said to 
him, “‘you don’t want to make a 
$25,000 loan on that building. It 
must be all of 50 years old and 
ready to fall apart.” 

Ernest seemed to realize that 
this was true. Perhaps it was the 
lunch that had softened him up on 
Saturday. because he was no man’: 
fool. All Ernest said was, “can’t he 
make me go through with it. I 
promised.” The lawyer told him he 
could not because an agreement to 
make a real estate loan must be in 
writing. The owner was good and 
sore at the lawyer. but it was true 
that he couldn't do anything 
about it 


INVITED a friend out to dinne 

one evening and he is one of 
those valitudinarians who thinks 
the world will come to an end if he 
takes more than one drink. When 
he has more than one drink he be 
comes quite human and. loosens 
up, and tells you his right name 

So the evening in question I got 
to the bartender and told him to 
put three ounces of whiskey in hi: 
high ball. My guest tasted it, then 
he turned to me and said in a sharp 
tone, “how many ounces of liquor 
in this drink?” I said, “114.” He 
was satisfied, and smacking his 
lips, said “darn good.”’ 

I didn’t tell a lie. The drink did 
contain 14% ounces so my state 
ment was literally true. But I must 
confess that had we been negotiat 
ing a contract it would have been 
fraud. A statement “literally” true 
may be false and so may a half 
truth be false 

Lawson on Contracts, p. 324, 
says: “The active concealment of a 
fact has the same effect as false 
representation. By an active con 
cealment is meant a representation 
true as far as it goes. but accom 
panied with such a suppression of 
fact as makes it convey a mislead 
ing impression, for in this case the 
non-disclosure has the effect of im 
pliedly representing that the fact 
concealed does not exist, or of ren 
dering the facts disclosed absolute 
ly true.” 
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LONG-TERM COMPENSA 
tion received in 1948 and reported 
by taxpayer and wife jointly was 
allowed by tax court even though 
the taxpayer and wife had filed 


separate returns in prior years 
(Mahler vs. Comm., TC 9/17 
1954. ) 

WHEN A CONTRACT OF 
sale contains a covenant not to 


compete. Taxpayer paid $10,000 
for an insurance business. The 
purchase price included the furni 
ture, policy expirations and the 
good will of the agency or its name 
The contract carried a clause in 
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the form of a promise by the seller 
not to compete. The purchase price 
was allocated by the buyer as be 
tween the tangible assets, a value 
for the renewals and the difference 
as being paid for the promise not 
to compete. The Tax Court ruled 
that the covenant not to compete 
was an inseparable part of the 
contract of sale (Walker, 13 TCM 
558) and, therefore, could not be 
depreciated as a deductible ex 
pense 


CORPORATION 
paid in property 
distributed may 


DIVIDENDS 
The property 


have a cost basis 
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TIAL PRICE LIST. Boardman, Ltd, 402 No 
Peart St. Albany, WN "A name known in 
the wholesale fleld for eighty-five years.”’ 
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to the corporation of $5,000 but 
its basis to the stockholders is the 
market value. If the corporation’s 
basis for the property equals, or is 
less than, the accumulated earn 
ings of the corporation, then the 
full market value of the property 


is taxed to the stockholders as 
ordinary income. (Hirshon, CA 
Z This case differs from (Ll. S 
Godley, 19 TC 1082) in that the 


excess of market value of property 
received by the stockholder over 
the corporation’s accumulated 
earnings was taxed as capital gain 
for the amount the excess exceed 
ed the stockholder’s basis for stock 
ownership 


BUILDING IMPROVEMENTS 
by lessee lessee agreed in lease 
to improve building occupied to 
the extent of $250,000 during the 
term of the lease or pay this sum 
or the unexpended balance of this 
amount to the lessor at the expira 
tion of the lease. The lessee tax 
payer amortized the amount in 
equal installments over the life of 
the lease in addition to the regu 
lar rentals. The tax ruled 
that in any case the was 
liable for the payment of this sum 
to the lessor and the tax effect was 
the same with either method used. 
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and deductions allowed 
Neel Company vs. Comm.) 


SALE OF PROPERTY AT A 
to son-in-law is not within 
the class of relationships defined 
by Section 24 (b) (D) 1939 Code 
Stern, CA-3.) Taxpayer sold a 
residence, built at a cost of $110, 
000 in 1925, to his son-in-law in 
1948 for $30,000. Taxpayer had 
listed the property for sale and 
refused an offer to sell before he 
rented the residence to his son-in 
law for one year. Real estate val 
ues were down and taxpayer want 
ed to unload the property, he a¢ 
cepted $30,000 as a fair offer 
Even though the daughter signed 
the mortgage, the circuit court 
held that as the daughter did not 
participate in the sale, that the 
purchase was effected by the son 
in-law, the related taxpayer provi 
sions did not apply. All facts and 
values indicated an arm’s-length 
transaction 


loss 


EXCESS COST OF EXERCIS 
ing an option in a lease to acquire 
the land over the fair market value 
of that land is ordinary and neces 
sary business expense in the year 
of purchase under Code 1939 Sec 
tion 23 (a) (1) (A). Facts indi 
cate taxpayer corporation (Troc, 
Inc., District Court Ohio) was les 
see of land on which it had con 
structed buildings for rental pur 
poses. The operations had not been 
so profitable for several years 
Something had to be done to elimi 
nate excessive expenses, the land 
rental was so considered. The lease 
contained an option to purchase 
the land so taxpayer corporation 
exercised its option at a cost of 
$60,000. Appraisals and other facts 
indicated the land had a fair mar 
ket valuation of $45,000. The dif 
ference between the fair mar 
ket value of the land acquired and 
the purchase price of the option 
was $15,000, which taxpayer was 
allowed to deduct ordinary 
business expense in year of 
purchase 


as 


the 


EXPENSES PAID IN THE 
acquisition of its capital stock by 
a corporation are not ordinary and 
necessary business expenses. Tax 
payer (The Boulder Building Cor 
poration vs. Comm., DC Okla.) 
corporation’s majority stockhold 
ers disputed values demanded by 
minority stockholders for 
stock holdings which the taxpayer 
corporation was required to pur 
chase under state law. Taxpayer 
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a paid for legal counsel 


professional se from 
used such ex 


penses incurred as deductions from 


income for 


tax purposes. The ex 


pense was incurred at the time the 
corporate charter had expired after 
1 20 year life and during a period 
of organization. Such expense was 


mor 
pene 
erty 


cour 


I: 


COVE 


only 


e in the nature of capital ex 
litures to protect title to prop 
than business expenses so the 
t ruled 


IRE LOSS NOT FULLY 
red by insurance deductible 
in year of fire. Taxpayer 


Harry Brown, 23 T.C. 20) own 
ed and operated a club which was 
insured for $33,500 and had an 
adjusted basis of $37,100. A fire 
destroyed the club in December 
1946. Proofs of loss were not filed 
until February 1947 and full pay 
ment for insurance in 
not made until about April 1947 
Taxpayer claimed the loss of $3, 
600 in the year 1947. Even though 
a routine investigation was made 
the fire the tax 
court held that the loss was deter 
minable in 1946 and was deducti 
ble only in that year 
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if you are concerned 
with the problems of 
managing, renting or 
operating buildings 
send for an introduc- 
tory copy of BUILD- 
INGS, The Magazine of 
Building Management. 


BUILDINGS, a sister publi 
cation ol the National Real 
Estate and Building Journal, 
is the one magazine designed 
to help you with all phases 
of big-building management 
Every month you'll find in 
formative articles on such sub 
jects as 


. renting and leasing 

. decorating and layout 

. air conditioning and heat- 
ing 

. modernization 

. Cleaning and maintenance 

.new products and buyers’ 


uide 
o fighting and elevators 
.and other management 
problems 


So just fill in the coupon and we'll rush 
the current issue of BUILDINGS to you 
at no obligation 


BUILDINGS Magazine 
427 - 6th Ave. SE, Cedar Rapids, la 


Send me the current issue of 
BUILDINGS for my inspection 
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New method for buying toll-road right of way is proving highly 
successful in Texas. Russell Ward, negotiations director for the 
Texas Turnpike Authority, says that land is acquired on the basis 
of appraisal prices set by committees from the Dallas and Fort 
Worth Real Estate Boards. “The prices are fair,” says Ward, “and 
there is absolutely no bargaining involved.” 


Previews Incorporated, which specializes in the brokerage of un- 
usual and frequently very expensive properties, reports that its 
sales of residential offerings priced at $100,000 and over have in 
creased 22% over the first six months of 1954. The average sales 
price of Previews properties increased from $44,900 during the 
first six months of 1954 to $46,950 during the first six months of 
1955. Only the $47,432 figure for the same period in 1951 is higher 
in Previews’ history 


Here's one of those “it goes without saying” items: ‘‘No industry, 
no matter how tightly concentrated, is safe from competition in 
these times. New products and new uses for existing products 
mean constant struggle to maintain a place in the market.” This 
from the U. S. Chamber of Commerce 


This brings to mind a thought we've been harboring for quite a 
while. The competitive situation in the real estate industry is hav 
ing two results: (1) More real estate companies are broadening 

their scope, offering more services and getting into more activities 

The dependence of brokerage only is getting to be a thing of the 

past 


Point number two is that the increase in specialization isn’t taking 
away the personal element so prominent in real estate activity. It 
just means that any individual in a real estate company has to 
know more about his phase of real estate not that he has less 
contact with clients. We'd like your own observations on this 
pro or con. 


Teckemeyer of Indianapolis, Indiana, well-known Realtor- 
writer-lecturer, has suffered a heart attack but is now recuperating 
at home. “Teck” has been a frequent contributor to the Journal 
for a long time, and we all wish him a prompt recovery 


Roland Rodrock Randall of Philadelphia, president of the Society of 
Real Estate Counselors, has been named head of an advisory com 
mission on zoning in Philadelphia. The present zoning ordinance 
is almost 25 years old, and unless Philadelphia is for some reason 


different from other cities. Randall has a real job on his hands 


A successful young salesman, who has reached the limit in his own 
field, has written us asking for suggestions about a career in real 
estate. A college graduate, he wants to know “where and how” he 
can be most valuable to an established organization. We've given 
him our opinions what would you suggest for his future? 
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